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Fora 
Business 
Boom ! 


We have been for twenty-five 
years engaged in the special business of printing 
newspapers, employing competent editors and 


printers, and producing complete newspapers with 
very little assistance from publishers. We have 
always in type, ready for use, a choice selection of 
stories, news, fashion departments, children’s 
columns, religious and temperance notes, current 
matters of science and invention, illustrations, ete, 

Some of our custonrers have spublished papers 
mainly in the interest’ of advertisérs,and we have 
produced for Dry Goods Haiites and others many 
special papers in which interesting:, réading and 
displayed advertising were combined, 

While prepatiys plans for increasing your busi- 


a 


ness, bear us in mind.” Our productions cost more 
than circulars, but they are worth very much more. 
We print papers in more than a dozen different 
sizes. 
Any further information is at your service. 


UNION PRINTING CO., 
15 Vandewater Street; 
New York City. 
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BAUMANN ADVERTISING, 


A NEW YORK FURNITURE MAN GIVES 
HIS VIEWS AND EXPERIENCES, 


To the average New Yorker the 
name of Baumann is very familiar. To 
him it immediately suggests furniture, 
so thoroughly have the Baumanns been 
identified with that for the past 30 or 
4oyears. And there are so many 
Baumann furniture business houses 
throughout the city, withso many and 
such various titles, that it would take 
a Philadelphia lawyer to make .the 

per distinctions between them. Fact 
is, though there are no less than nine 
stores in the city bearing the name, 
ecch in a different way, there are but 
three companies. One of these con- 
trols four stores, one three, and the 
third but two. 

Jacob and Samuel Baumann consti- 
tute the members of the laryest com- 
pany under the name. Their stores 
are known as J. & S. Baumann, corner 
of Eighth avenue and Nineteenth 
street, S. Baumann & Bro., Sixth ave- 
nue and Fifteenth street, J. Baumann 
& Bro., Third avenue and Eighty- 
fourth street, and S. Baumann & Co., 
Eighth avenue and Forty-sixth street, 

hen there is the concern of Lud- 
wig Baumann & Co. Its three stores 
are Ludwig Baumann & Co., Sixth 
avenue and Seventeenth street, Ludwig 
Baumann & Co., Eighth avenue and 
Thirty-fifth street, and Baumann Bros., 
Third avenue and One Hundred and 
Twenty-first street. 

The two stores run under the name 
of Leo Baumann & Co. are at Third 
avenue and Eightieth street, and 107 
Avenue A. 

All these various enterprises are an 
outgrowth of the parent concern of 
Baumann Bros., of Fourteenth street, 
Prosperous and established more than 
a generation ago, and its three success- 
ors are relatives and ownersand wear- 
ets of the name. The very nature of 

ir businesses makes them liberal 


No, 10. 


buyers of advertising space, and of 
consequent interest to the readers of 
PRINTERS’ INK. 

Of the three concerns, the brothers 
J. and S. do the most distinctive ad- 
vertising, and, perhaps, more than the 
others combined. They make it a 
special feature to advertise the furnish- 
ing of flats complete, which when first 
announced by them, proved a most 
startling and effective sensation. This 
feature they have now familiarized to 
New Yorkers by their insistence, and 
it forms the Lulk of what they have to 
say to the public. Soclosely and well 
have they pursued this line of business 
that, though they have many imitators, 
they probably do furnish more flats than 
all the others combined, especially so 
far as people of the middle classes are 
concerned. In addition to their news- 
paper advertising, and to supplement 
it and guarantee all they claim, they 
continually make attractive displays of 
furnished flats in the ample show win- 
dows of their store at Eighth avenue 
and Nineteenth street. These flats 


‘are made to correspond in every re- 


spect with those announced, so that on 
a comparison, there may be no errors. 
The advertising of the Baumanns is 
done through Mr. I. Zeimer, who fur- 
nished the facts herewith to the repre- 
sentative of PRINTERS’ INK. Said he: 
‘* The advertising of our four stores 
is as distinctive as though there were 
no connection between them. Each 
strives to cater to the public in its vi- 
cinity, and keeps that point steadily in 
view. We tried for quite a time, and 
very thoroughly, to see whether we 
could not make general announcements 
which would cover all of them. But 
it would not work. We found that it 
was not only useless, but itively 
harmful. So now each pact cn even 
a distinctive style. Thus the Third 
avenue warerooms addresses ifs an- 
nouncements to the working classes, 
It tries to preach cheapness and the 
fact that we are doing business on the 
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installment plan; that every honest 
man, no matter how lowly his station, 
or restricted his circumstances, can 
make arrangements here for furnishing 
a neat and pretty home, however hum- 
ble, and the terms can be made to suit 
his purse.. At our Eighth avenue and 
Nineteenth street store, we make it a 
specialty to address young couples of 
moderate means, and people of the ar- 
tisan class, who intend to go to house- 
keeping. 
tradesmen and clerks; also women 
workers, such as seamstresses and 
stenographers; all people of some small 
means, of good characters, economical 
and thrifty. Our Eighth avenue and 
Forty-sixth street store strives after 
both of these publics. From the Sixth 
avenue and Fifteenth street store, we 
cater to the very best of trade. Al- 
though, if desired, we make arrange- 
ments for installment payments here, 
in our announcements we address 
mostly cash and charge customers, for 
whom nothing is too fine. In this store 
we do the cream and the bulk of our 
business—fully $1,500,000. In the 
other three combined we do about a 
similar amount, 

‘* We are what may be called gen- 
eral advertisers, that is we advertise 
to the general public, not restricting 
ourselves to any method. But after an 
experience with various kinds of me- 
diums, at the present time we are 
centering all our advertising expendi- 
ture in the daily papers. We have 
tried the magazines, the suburban 


dailies and weeklies, the religious press, 


the trade journals, the humorous and 
other weeklies and quite some special 
publications. All of these proved that 
they did not compare in value with the 
city dailies, and we have narrowed 
down to them. From the inception of 
the present firm, ten years ago, adver- 
tising was the foundation upon which 
our trade was built, and that decade 
was throughout an experimental course 
in advertising. We have still some 
contracts running, but when they ex- 
pire we shall not renew, but may test 
the street cars and the L roads in their 
place. We have never yet been in 
them, and according to our usual policy 
will give them a fair trial. Then we 
shall probably try posters and bulletins, 
unexploited methods as yet. We have 
tried novelties, booklets of various 
kinds; cook-books, cards, and incident- 
ally circularizing, but the more we have 
tried, the firmer our faith has grown in 


daily news 


e Programmes, too, 
proved ineffectual as far as our experi- 
ence went. 

‘*So that narrows us down to the 


pers. 


daily papers, and only to a pait of 
them: he World, the Journal, the 
Sun, the Press, the Evening Telegram, 
the Evening Sun, the Evening World, 
the Zvening Journal, the News, the 
Staats Zeitung and its evening edition, 
the Morgen Journal, the Mailand Ex. 


These include the small fress, the German Herold, the Com- 


mercial Advertiser, the Sunday Revue, 
and ‘the Courrie: des Etats Unis, and 
the German Zeitung. And we think 
of adding the 7imes for our Sixth ave- 
nue store, for we consider it the best 
of the morning dailies. 

** You will notice that the Zveni 
Post, the Herald and the 77ribune do 
not appear in this list. The reason is 
that our Sixth avenue store has Jain 
fallow for some time, and none of the 
other warerooms could get any benefit 
from these mediums. When we begin 
advertising it actively once more we 
shall employ the entire city press. 

‘*Tf you will take the trouble, you 
will note that we are continuous adver- 
tisers. We do not let up on keeping 
our name before the public. Our pre- 
ferred space is about double half- 
column, and on Sundays from a quar- 
ter of a page to half a page. Indeed 
amongst all our stores we often take as 
much of a Sunday as an entire page. 

‘* We often run to reading notices, 
and we like them, for we find them 
very effective. Perhaps the reason for 
that lies in the fact that this space is 
freely accorded to us by the papers as 
a gift in return for the large space 
which we pay for, and that the papers 
send their reporters to write us up for 
these readers. At any rate they all 
bear the air of truth, and are so con- 
vincingly written up that they are good 
trade-winners. 

‘You know, perhaps, that we do 
quite a large mail order business, We 
have built it up entirely through the 
morning and Sunday papers. Conse- 
sequently it all lies within a radius of 
100 miles. We have made it our policy 
to pay the railroad expenses of all our 
customers who come from within that 
distance. Although sometimes this is 
expensive, we find that it pays. 

“This mail order business serves for 
another end, too, bearing on advertis- 
ing. The customers, or orders which 
it brings to our stores, will readily in- 
form us, on inquiry, what advértise- 
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ment brought them in. We credit the 
paper which accords us the sale, mak- 
ing, of course also, liberal allowance 
for unascertainable results. Then 
when we have found the number of 
answers and amount of trade a paper 
yields, we give that paper a just quota. 
Thus, ifan ad, or a series of them, 
yield us $5,000 worth of business, say 
worth, let us put it, $750 in profit, we 
are glad to run $500 worth of space in 
that paper. In other words, we are 
willing to pay any publication or source 
about 10 per cent of the trade which it 
brings in—an eminently fair amount. 

‘In another way, too, we try toas- 
certain the respective values of medi- 
ums. We take papers in succession 
and submit them to this test. We start 
the publication, say on a 50-line single 
column ad, watching closely trade re- 
turns, and as these increase from that 
source as far as we can find out, we 
increase our space too, being pretty 
well able to follow up results.” 

‘Opinions seem to be divided, Mr. 
Zeimer, on the respective values of the 
afternoon and the morning paper. 
Which do you prefer, and why?” 

“* We prefer the afternoon papers for 
our purposes on the. whole, because 
they are brought home to the women 
folks, who are the real shoppers and 
buyers. But we prefer the Sunday 
papers to both, provided the ad is con- 
spicuous, and a small ad in a Sunday 
paper is the height of folly. Besides 
the Sunday papers cover an immensely 
larger field than any of the week-day 
editions. They are, as I said, the 
prime source of the mail order business 
we are building up.” 

“Can you tell me the amount of 
your appropriation ? ”’ 

“It was no less than $100,000 this 
year. Practicalty all this was spent on 
dailies. Not five per cent went to 
other mediums. Our appropriation for 
the coming year will be still greater.’’ 

W. J. BLACK. 


a ey 
A WINDOW-CURTAIN WINDOW, 

In a Philadelphia window I saw a mini- 
ature window frame, perhaps three feet high, 
fitted with shade and spring roller. A pret- 
tily-dressed doll tivated 6 ainty crark, and 
the shade slowly raised—wound up—then 
“click !” and down it came. This process 
went on continually, a little electric ete 
and simple mechani doing it all. But it 
was effective, It attracted the attention of 
almost every passer. It illustrated the u 
and down of a shade perfectly —Dry 
Economist, New York. 

ESO SP 

Dictionary advertising should be well 
worded. 
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SHOP MOTTOES. 





—Our advice is never proffered un- 
asked. 

—Our low prices do not mean poor 
quality. 

—We do not fear scrutiny or com- 
parison. 

—We do our drumming by giving 
bargains. . 

—The modern pace we try to keep 
step with. 

— Make this store as familiar as your 
own house. 

—Bargains that will please you are on 
every shelf. 

—Our shelves refuse to hold what is 
out of date. 

—Answe:ing questions is what we 
are here for. 

—Let your wish—not ours—prompt 
the purchase. 

—If you see an article here, you see 
a good article. 

—There are goods not in sight that 
may please you. 

—Any mistake you make in buying 
we gladly correct. 

—Years of study and experience are 
a part of our capital. 

—There are othet good stores—but 
we won't be surpassed. 

—Come to-morrow to decide, if 
you’re not sure to-day. 

—WWhy be in a hurry? You may 
have the whole day here. 

—We should not profit by selling 
you what you don't want. 

—We have all the time there is— 
take what you want of it. 

—If you are in doubt, don’t decide 
to-day ; come to-morrow. 

—Don’t give us your money until 
you see your money’s worth. 

—Nothing is too good for our store. 
Poor goods we refuse to buy. 

—Doing business, and trying to 
please you, is not ‘* trouble.” 

—The good merchant is judged by 
his sales—not by his sayings. 

—We can sell below cost sometimes 
—and below value at all times. 

—Orders through your servant, or 
otherwise, receive our special care. 

—We study to please the most fas- 
tidious. The store that doesn’t is a 
failure. 

—The best persons make mistakes 
—and so do we ; but we are ready to 
correct them. 

—We want to show goods as often 
as you ask for them. That is our 
greatest pleasure. 


A MODEL PROSPECTUS. 


One of the best country weeklies in 
Iowa is the Hedrick Journal. The 
heading of this newspaper gives so 
much information in regard both to the 
newspaper and the town that it is here 
reproduced in its entirety : 

HEDRICK is one of the most prosperous 
little cities in Iowa. Its business enterprise 
and tireless energy have ome too well 
known to need extended mention. It is the 
trading center of a large area of thickly pop- 
ulated territory, and is the junction of three 
important railways, the Chicago, Milwaukee 
& St. Paul, lowa Central and Burlington & 
Western (branch of the C. B. & Q.', giv- 
ing unexcelled facilities for transportation. 
Twelve regular passenger trains stop daily 
at the depots, running in in every direction. 
Hedrick has a popuiation of 1,200 and is 
steadily growing. It has splendid pubiic 
schools, is the location of the Hedrick Nor- 
mal School; four churches afford ample op- 

rtunity for those who wish to worship; 
beanches of the most important secret socie- 
ties are fully organized; the people never go 
to sleep, but keep up the hum of business 
every day in the year. The Hedrick Kite 
Track is another enterprise of which the cit 
is justly proud, and its meetings furnis 

to th ds of strangers each 

ear. Hedrick is well fitted to make a home 

or all industrious and enterprising men and 

women seeking a location. All such are 

welcomed, and letters of inquiry are cheer- 
fully and promptly answered. 


THE HEDRICK JOURNAL 


R. S. MARTIN & SONS, PUBLISHERS. 


THE JOURNAL is published every Wed- 
nesday, and is entered in the Hedrick post- 
office as second-class matter 

THE SUBSCRIPTION PRICE is $1.25 

r r, 65 cents for six months, 35 cents 

or three months. All subscriptions payable 
in advance. 

TO DISCONTINUE the paper notify the 
publishers by card or letter. All arrearages 
must of course be paid. Tur JourNnat is 
never sent to any one unless they order it 
themselves, or some friend orders and pays 
for it. It is never forced on to any one. 

COMMISSIONS are paid on new sub- 
scriptions to any one who desires to work 
for us. No commission paid on renewals. 
Postmasters and others who desire to make 
a little money by hustling subscriptions are 
invited to send for our terms to agents. 

ANY SUBSCRIBER who gets us five 
new subscribers for one year will have his 
own subscription extended one year. The 
names need not all be sent in at once, but 
may be sent in one at a time. Show Tue 
JourNaL to your neighbors and take their 
subscriptions. 

NEWS ITEMS. are always gladly re- 
ceived, subject to the editor’s pencil. Spicy 
news nications are req’ d from 
any neighborhood. Local news items are 
desired always. 

SCHOOL TEACHERS, Ministers and 
Physicians are especially requested tu notify 
us of all reports, s, incid 
etc., that are of local interest, 

REGULAR CORRESPONDENTS are 
desired in many towns and communities 
withinitwenty miles of Hedrick. Write for 
terms and instructions to correspondents. 
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SHORT ARTICLES on subjects of 
est can frequently be used, Articles 
with politics, religion or personalities are not 
available for our use. 

ANONYMOUS communications will not 
be noticed. Sign your name. It will not be 
published unless you desire it. Writeon one 
side of the eee only, and be careful in giy- 
ing names and dates to have the letters and 
figures po and distinct. 

ADVERTISERS are reminded that Tur 
JouRNAL is one of the best advertising me 
diums in uthern Towa, its circulation 
reaching a splendid field of well-to-do buy- 
ers. Our rates are very low and are alike 


to all. 

WITH NO EXCEPTION, Tue Jourwat 
has the largest circulation of any paper in 
Keokuk County. The correctness of its rat- 
ing is guaranteed by the publishers of the 
American Newspaper Directory, who will 
pay a reward of $100 to tie first person who 
successfully assails its accuracy. 

OUR PRESS ROOM is open at all times 
to the public. We have no figures to conceal, 

RINTERS’ INK, the recognized weekly 
journal for advertisers, is on file at this office, 
and may be consulted at any time by any 
one interested. 

It will he noted that the /ournal 
keeps PRINTERS’ INK on file at its 
office, where it may at all times he 
consulted by advertisers. This Cir- 
cumstance alone marks the Martin 
family as men of sound sense and 
great intelligence. The notice of 
Hedrick, which heads the quotations 
here given, is interesting and well 
calculated to convince an advertiser 
that it is a point of too much impor- 
tance to be overlooked. Whatever the 
other good features of the place, it 
certainly is fortunate in possessing a 
firm of newspaper publishers who are 
so enterprising and who believe so 
thoroughly in advertising the advan- 
tages offered by their paper and pos- 
sessed by the town from which it 
emanates, 





NEWSPAPER AND MAGAZINE NAMES 
ILLUSTRATED. 





“ HAPPY DAYS.” 
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THE Be oa S 


| The San 


in New York 
is double that of the Heva/d, and 
far above the combined 
circulations of the Hevald, the 
Times and the 7rbune. 


The Sun's 


CIRCULATION 


has, now for several months been 
at the highest level it 
has enjoyed in 15 years, or 
since the period 
in which it was the only 2-cent 
3 newspaper printed in 
New York. 
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A POPULOUS ENVIRONMENT, 


A Boston newspaper issues the cut below and asserts that within ‘ifty miles 
of Boston there are 2,392,394 people, while within fifty miles of Phila i 
there are but 2,364,041; within fifty miles of Chicago there are 1,915,716; and 
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7 
within fifty miles of St. Louis 912,910, being a good deal less than half, the 


number to be found within fifty miles of Boston, and from this showing the 
Boston publisher argues that advertisers in the papers of that city may get better 


results for less money than in the papers-of any of the other cities named, 





ADVERTISING IN THE WINDOWS OF 
VACANT STORES, 

People who have noticed the windows of 
stores that are “to let” may have observed 
that they are often plastered up with posters, 
mostly of the theatrical and masic hall class, 
but they may not have considered how the 
“space ’’ was obtained or how much was 
paid for it. The “lithograph man”’ of a thea- 
ter always has his eve open for vacant stores 
or those about to be vacated. He at once 
goes tothe agent or owner and offers him a 
certain number of * dead-head "’ tickets—ac- 
cording to the importance of the “‘ stand '’— 
in payment of a permit “ to put a bill in the 
window.”” The unsuspectin agent, landlord 
or janitor agrees, and forthwith the entire 
window or windows become filled with bills 
of nearly every theater in town. The nomi- 
nal ‘** renter "’ of the space levies a small tax 
on the other theaters to which he “ sublets” 
desirable spaces, and in many instances the 

rmit, which he virtually receives for noth- 
ing, becomes a fairly valuable holding so 
long as the store remains untenant 

One case is known to the writer where one 
of these “ poster speculators” got a permit 


.wWas unoccupied. 


from the owner of the store to use the win 
dows for oe erg gp while the place 
The “ price’ was.two 
theater tickets every week, but the astute 
lessee drew $20 a month for nearly five 
months from the different advertisers to 
whom he farmed out spaces. Verily there is 
more in the advertising business than the 
outsider dreams of. jJ. CG. 


WHAT GOOD ADVERTISING IS. 
Good advertising consists in makinz known 
that you have something to offer that people 
want, and making it so thoroughly known 
that you will be able to dispose of all» you 
have for sale. It does no good to advertise 
something you have not and create a demand 
you can not supply. That sort of advertising 
is certain to end in embarrassment, if not 

with something worse.—7acoma Ledger. 


ee eae 
Timmins—Oh! I would like to do a thing 
to that proofreader. 
Simmons— What’s the matter now? _ 
Timmins—I wrote ‘ nature seems & 
vast pervading sob,” and he made it “ slob.” 
— Exchange. 
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EThees Popular Supplements 


ATTRACTIVE FEATURES OF 


The Hew Work Times. 








ILLUSTRATED WEEKLY MAGAZINE, sixteen 
pages, accompanying every Sunday edition. 
Valuable medium for high-class magazine 
advertisers. Rates forty and fifty cents per line. 
No extra charge for display. Subscription 
price, Sunday edition, two dollars per year. 


REVIEW OF BOOKS AND ART, eight pages, 
accompanying every Saturday edition, Best 
medium for announcements of book publishers. 
The New York Times carries more book ad- 
vertising than any other New York news- 
paper. Rates, book review supplement, twenty 
and twenty-five cents per line. No extra 
charge for display. Subscription price, Satur- 
day edition, one dollar per year. 


WEEKLY FINANCIAL REVIEW AND QUO- 
TATION SUPPLEMENT, eight pages, ac- 
companying every Monday edition. Best 
medium for financial advertising. The New 
York Times carries more financial advertising 
than any other New York morning news- 
paper. Rate for all financial advertising, 
thirty cents per line. No extra charge for 
display. Subscription price, Monday edition, 
one dollar per year. 

SAMPLE COPIES, ANY OR ALL EDITIONS, FORWARDED ON REQUEST. 


The Hew Work Times. 


« All the news that's fit to print.”* 
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A MODEL PRESS ASSOCIATION, 


It is said that the Suburban Press 
Association of _New. England was 
forméd by publishers who found that 
in the regular State association there 
were not offices enough to go around. 
Some color is given to this extraordi- 
nary charge by the latest.catalogue of 
the said Suburban Fress Association, 
in which may be found pictures of 
seven vice-presidents and the names 
of one hundred and four other vice- 
presidents whose pictures. appear to 
have been crowded out for want of 
space. One hundred and four vice- 


ROBBINS 
Ane ‘yat Pres 


SEVEN SAMPLES OF THE ONE HUNDRED AND 
FOUR VICE PRESIDENTS OF THE 5S. P. A. 


presidents for an association of only 
one hundred and thirty-eight members 
is certainiy a liberal distribution of 


offices. Among the one hundred and 
thirty-eight: members of this associa- 
tion there are only seventeen news- 
papers that allow their circulations to 
be known, and of the one hundred 
and thirty-eight there are exactly 
sixty-eight that print editions varying 
from four to forty quires—that is, 
there are sixty-eight papers in the as- 
sociation that- don’t have average issues 
reaching a thousand copies. It was 
this association that recently resolved, 
at a meeting in Boston, that the meth- 
ods of the American Newspaper Di- 
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rectory are ‘‘beneath contempt.” Jf 
was this same association that has, jy 
times gone ‘by, passed resolutions in. 
tended to discourage the growing prac. 
tice on the part of advertisers of hay. 
ing their advertisements reset from 
time to time. It would be interestiy 
to know what sort of methods would 
be up to the level of the contempt of 
such an association as this. 


LETTER FROM A MEMBER WHO 
WASN’T THERE. 
Office of “* Tue ENTERpRIsE,” 
Albert H. Fuller, Publisher. 
Brockton, Mass., 
Editor of Pruwrers’ Ink: 

I am in receipt of your communication of 
Nov. ?; pating I was present at the meet- 
ing of the Suburban Press Association in 
Boston wher a resolution was adopted to the 
effect that the American Newspaper Direct- 
ory was beneath contempt. I was not pris- 
ent at that meeting. Iz I had been there | 
would have opposed such a resolution. It is 
to be regretted that the very agreeable gen- 
tlemen who practically run the association s0 
often expose themselves to just criticism in 
their foolish attempts to get even with 
Rowell. Asa matter of fact, every member 
of the Suburban Press Association can have 
his paper correctly rated in Rowell’s Direct- 
ory without money and without price, and 
they all know it. That foolish resolution, 
spread broadcast throughout the country, 
exposes some members of the association to 
the suspicion that they do not desire correct 
ratings for their newspapers. Personally I 
am sorry such action was taken. The asso- 
ciation is unquestionably on the wrong track 
in the Directory matter. 

Aupert H. Futver. 


++ 
NEWSPAPER DIR&ECTORIES IN NEWSPA- 
PER CONVENTIONS. 
Office of 
“Tue Eveninc Arcus,” 
G. T. Campbell, Managing Editor. 
Owosso, Mich., Oct. 28, 1897. 
Geo. P. Rowell Adv. Agency: 

The Inland Daily Press Association, at its 
next meeting, Nov. oth, will discuss the sub- 
ject of newspaper directories; are they bene- 
ficial to newspaper publications? If you can 
furnish me with any argument, data, etc., on 
this subject, I shall be obliged. 

G..T, CampsBeLt, 


Dec. 1, 1897. 


New York, October 30, 1897. 
Mr. G. T. Campbell, Managing Editor 

** Evening Ai gus”: 

Dear Sir—Your letter of October 28th is 
athand. We believe that in any convention 
of newspaper publishers, where the subject 
of newspaper directories is discussed, they 
will arrive at the conclusion that newspaper 
directories are all bad, and that the news- 
paper director that is most carefully edited 
is the worst. We do not see how they can 
arrive at any other conclusion, because poor 
papers are in the majority at every conven- 
tion at the proportion of from nine, nineteen 
or twenty-nine to one, and the directories 
are bad for the poor paper, although valuable 
for advertisers and very valuable for the good 
papers. We are 

Your obedient servants, 
Tue Geo. P, Rowe. Apvertisinc Co. 
Per T. F. Kennedy. 
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THE SAN FRANCISCO 


«CALL... 


PREC Ss 


Best Staff of Correspondents ! 
Best News Service ! 
Best Local Equipment! 
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The Great Family Paper. 
Into the Homes it goes. 


Published every morning in the year. 
W 
CIRCULATION. EXCEEDS 


50,000 


DAILY. 
For sample copies, rates and further informa- 
tion, address 


DAVID ALLEN, 


Eastern Representative, 
188 World Bidg. New York. 
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OPTICAL ADVERTISING BOOKLETS. 

gee frequently send us requests for 
such optical advertising matter as would 
suitable for a little booklet for yey comm | 

urposes. A sample booklet just to han 
tom a Western optician contains one 
which might be incorporated with beneht in 
= aavertisement. It is entitled, ** How 
to Treat the Optician,” and says: 

‘When you visit the optician you must re- 
member he stands in the relation of a family 
Ps Sue a to you. Few people wear spec- 
tacles for fun. There is no more reason for 
your dictating to him what you will or will 
not wear, than there would be for you to tell 
a physician what kind of medicine you must 

ve. Answer all questions candidly, and 
do promptly whatever he asks in testing your 
vision. He has his trial frame and lenses 
and other apparatus, and a mode of pro- 
cedure for accurately measuring the eye— 
there is no guesswork about it. If he asks 
you to read letters on a test-card, fifteen or 
twenty feet distant, begin with the large let- 
ters and read aloud as far as you can see 
them distinctly. Do it promptly, as he may 
have other patients waiting and his time is 
valuable. Do not strain the eye trying to 
read a line which is not clear ; the optician’s 
duty is to find a lens to do that work. After 
he has found the status of the case in his own 
manner, he will be able to give you glasses 
for distance, or reading and near work, which 
can not fail to suit. If he finds you should 
wear spectacles all the time, you must do so 
or you relieve him of all responsibility. lf 
he tells you the glasses he prescribes will be 
uncomfortable at first, don’t throw them away 
when his prediction is fulfilled; take them 
off a little while and let your eyes rest, then 
try them again. There are some errors which 
are hard to overcome, but if you persist in 
using the glasses the worst cases will come 
around all right in three or four weeks, and 
you will always be thankful you followed his 
advice. If you want to wear eyeglasses and 
he advises spectacles, take spectacles. You 
may choose between steel, nickel, gold or 
— frames, as the lenses will fit equally 
well-in either, and there is a difference in 





awD n 
Coutiedeteteke el akon 
oc = 


PRINTERS’ INK. 








rices; but there 
he trame should 


ape choice should cease, 
made to measure as well 
as the lenses, for, no matter how perfectly the 
lenses are ground, unless they are held in the 
proper position before the eye to be relieved, 
the expected relief will not be experienced, 


Remember the time the optician says 
should have b saw glasses changed. Follow 
directions and save your eyes.”’ 

This style of talking is pleasantly conver. 
sational and convincing, and helps to place 
the optician on the right footing with possible 
patients.—Keystone. 


BANKER’S ADVERTISING, 

J. Henry Townsend, assistant secretary of 
the Knickerbocker Trust Co., of New Yo 
says of advertising : The object to be phe 
in advertising, so far as concerns an institu- 
tion like ours, is to make its name familiar to 
the people who are possible clients, convine- 
ing them that our institution is absolutely 
sound. Our — advertising must be in 
the city dailies all over the United States 
and in one or two of the best financial pa 
ps We consider that we derive absolute 

y no benefit from such mediums as m 
zines, illustrated papers, lithographic cards, 
etc. The circulation of the paper used must 
be looked into, and not only the size of its 
daily circulation, but the character of its 
readers must be considered. We do not con- 
sider frequent changes of mediums a good 
thing, for we believe the constant presenti 
of the name of the company to a room al 
do more good than presenting it for a week, 
a month or six months, and then have him 
lose sight of it,—Utica (N. Y.) Daily Press, 


iii 4-6e-—a~el 
SUBURBAN POPULATION. 

Suburbs are an uncertain and indefinite 
quantity. Boston, including its suburbs, is as 
big as Philadelphia, or nearly so, but who 
gives the New England metropolis credit for 
any such size? Pittsburg, taking account of 
its suburbs, is ~~ than Cleveland, Cin- 
cinnati, Buffalo or San Francisco, but few 
persons stop to make such allowances for the 
chief city of the “‘ State of Allegheny.” —Up 
to- Date Dist’ ibutor, Cleveland, O. 








BUSINESS IN SOUTHERN ALASKA LOOKING UP. Se A 
These Advationmepis Are Reprinted Proms the Jusces (Aletha) ““Miner,"| a Sprightiy Six Page Paper That de Now Tos Yaars Ol 


—8t, Louts Republic, 
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THE 
MORNING HERALD, 
BALTIMORE. 


Daily, Sunday, Weekly. 





























THE HERALD is the only paper in Balti- 


more whose circulation books are open to inspection. 


THE HERALD has the largest Sunday 


circulation in Baltimore. 


THE HERALD has the largest daily cir- 


culation in Baltimore—with one exception, 


THE HERALD is the only paper in Balti- 


more willing to swear to its circulation. 





THE S. C. BECKWITH SPECIAL AGENCY, 
Sole Agents Foreign Advertising, 
Tribune Building, New York, The Rookery, Chicago. 








14 PRINTERS’ INK. 






































American Newspaper Directory for 1897. 


A CONFIDENTIAL INFORMATION BUREAU 
CONCERNING THE CHARACTER AND 
CIRCULATION OF NEWSPAPERS. 


THE AMERICAN NewspaPeR Directory for 1897, December 
issue, is now ready for delivery. 

The subscription price for one copy is five dollars, as 
heretofore. 

Orders are solicited for this issue, or for an annual sub- 
scription covering the four quarterly issues of the Directory, 
which will hereafter appear on the first day of March, June, 
September and December. 

A yearly subscription will also include a subscription for 
PRINTERS’ INK, a journal for advertisers, issued weekly. 

The price of an annual subscription, as specified above, is 
twenty-five dollars ; and the subscriber becomes a member 
of the Confidential Information Bureau of the AmerRIcaN 
NewspaPER DirEcTORY, and as such member, and in consider- 
ation of the payment of the sum of twenty-five dollars, strictly 
in advance, will be entitled to and allowed the privilege of 
applying to the publishers of the Directory, at pleasure, for a 
confidential report concerning the circulation or character of ° 
any newspaper credited by the AMERICAN NewspaPER DiRECT- 
ory with acirculation rating greater than 1,000 copies per issue. 

Such confidential reports will be supplied to subscribers whenever called for. 


GEO. P. ROWELL & CO., Publishers of 
AMERICAN NEWSPAPER DIRECTORY AND PRINTERS’ INK, 
No. 10 Spruce St., New York. 


SUBSCRIPTIONS ARE NOW SOLICITED. 

Among the first subscribers to the Confidential Information Bureau were : 
The President of the American Newspaper Publishers’ Association. 
The Royal Baking Powder Co., 100 William St., N. Y. City. 

The Procter & Gamble Co., Cincinnati, Ohio. 
Messrs. Wyckoff, Seamans & Benedict, 327 Broadway, N. Y. City. 


The J. C. Ayer Co., Lowell, Mass. 


Messrs. James Pyle & Sons, 436 Greenwich St., N. Y. City. 
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1320 PACES. 
Price, Five Dollars. 


(Sent, Carriage prepaid, on receipt of price.) 








Address Publishers, 
GEO. P, ROWELL & O., 
No. 10 Spruce Street, New York. 
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To the city man the newspaper is merely one of the in- 
cidents of the day. 

To the dweller in the country it is the event of the week. 

The city daily is skimmed over between home and office 
and is tossed aside or thrown out of the car window. 

The country weekly is read thoroughly—every line of it 
—and not by the head of the house alone, but by every mem- 
ber of the family. 


Advertising in — 
Country Papers Pays 


It should pay better than ever now when the people have 
money to spend. It has been a good year for the farmer 
especially. It will be a good year for the advertiser who solicits 
trade, and solicits it NOW. 


Full particulars of 1,500 Country Weeklies—the 
best in the Great Middle West—on request. 


We shall be glad to send a Catalogue of our papers to any one applying for it. 


CHICAGO NEWSPAPER UNION 


10 Spruce St., New York 93 South Jefferson St., Chicago 











ADVERTISING AND INTRODUC- 
‘ING TYPEWRITER. SUPPLIES. 

MR. PIERCE, OF THE MILLER-BRYANT- 
PIERCE COMPANY, OF AURORA, TELLS 
AN INTERESTING AND UNIQUE STORY. 





It was one Sunday afternoon that I 
met Milo M. Pierce in the corridor of 
Hotel Bishop at Aurora, Ill. Mr. 
Pierce had just returned from the 

-office and was perusing mail or- 
ders from Amsterdam and Bombay. 

Pierce knows that I am interested in 
advertising. That is why he handed 
me his letters from beyond the seas 
with the remark: ‘‘ Those orders are 
directly traceable to our ad in the 
American Stationer.” 

The Miller-Bryant-Pierce Company, 
incorporated, manufactures typewriter 
ribbons and carbon papers at Aurora. 
There are but eight similar institutions 
in America, and seven of these are 
east of Rochester. Mr. Pierce is the 
business man of the concern. His 
partners are expert chemists. 

“You see "’ said he, ‘‘ that there are 
two distinct departments in our work. 
The most important is the laboratory. 
The publicity and salespeople might 
be ever so good and fail if the goods 
were faulty. 

““When we started in business a 
year and a half ago, we went to work 
to make a typewriter ribbon that 
would excel every other ribbon in the 
market. At the same time we experi- 
mented to prepare carbon papers that 
would make more copies and outwear 
any other carbon. e did not start 
advertising until we felt we had suc. 
ceeded in both these undertakings. 

‘‘When we were prepared to show 
our goods with absolute confidence in 
their superiority we placed an ad in 
the American Stationer, the Southern 
Drug Review and one or two other 
trade publications. 

‘We introduce our goods by first 
obtaining the address of every firm 
using a typewriter in any selected 
city. This is no trick at all. We've 
complete lists of all the machine own- 
ers in ten States. Every one of them 
receives a circular letter. A day or 
two later our representative calls, the 
circular having already tilled the field 
preparatory to his coming. 

‘Our man makes a deal with the 
best firm he can find to handle our 
goods. Then he calls upon those who 
own machines, takes what orders he 
can and tells every operator that the 
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s will be always on sale at Mr. 

and So’s. We do not expect a 
traveler to make us a profit. Our 
ribbons retail at a dollar each and our 
carbon paper at $2.50 to $3.50 per 
hundred sheets, so that a great many 
orders must be taken to support a man 
on the road, But being once estab- 
lished in a town, we are sure to receive 
at trivial cost a steady patronage 
=, our agent there. 

‘*There are, however, hundreds of 
towns in which a few typewriters are 
used in which it would not pay any 
dealer to carry a stock of supplies. Then 
there are thousands of big concerns 
running dozens, sometimes hundreds, 
of machines. These firms buy supplies 
in large lots and seldom of an agent. 

‘*To reach these two classes of buy- 
ers we use a comprehensive system of 
circularization. We have a set of 
ninety-five different circular letters, 
each one numbered, and we guarantee 
that one of these will fit every phase 
of the typewriter supply business. We 
do not have our circulars printed ex- 
cept in occasional lots. Ninety-nine 
out of a hundred of them are typewrit- 
ten as we need them. 

‘*Now, for instance. Suppose it 
comes to our knowledge that George 
Jones & Co., of Sandusky, use one or 
more typewriters. They must need 
our goods. We turn to the firm’s 
name in Dun’s big book. We find 
them rated well. We want their trade. 
Circular No. 19 will about fit their 
case. Miss Blank is called and is di- 
rected to send Form 19 to them. About 
twenty-four hours later a neat letter 
brings the merit of the Diamond Brand 
line to their attention. 

‘* No response comes. In the course 
of a few weeks we repeat the applica- 
tion, sending, say Form No. 27. Each 
time we send a circular a record of the 
date and form number is made for 
ready reference. It may be necessary 
to send several letters before an an- 
swer is received. Each circular con- 
tains the offer of a sample ribbon for 
the asking. At last the request comes. 
The ribbon goes. So do the prices. 
Then we get an order. 

‘*We send out about fifty letters to 
new names each day. Occasionally 
every one of them brings an answer, 
In that event we get small orders from 
the majority of them. Sometimes we 
do not get replies from more than 
three or four out of fifty, The num- 
ber of answers varies greatly as we 
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strike the fields of the stronger of 
our competitors or find territory either 
unoccupied or in the hands of makers 
of poor and cheap goods. 

“*T believe that we sell to two-thirds 
of the people who answer our circu- 
lars, and the merit of our products usu- 
ally makes steady customers of them. 
Occasionally we get requests for sam- 
ples from correspondents who mention 
our ad in one or the other of the trade 
papers. Our spacein the American Sta- 
tioner costs $225 a year, but it has sold 
enough goods to make it a profitable 
investment. For our business, how- 
ever, nothing pays so well as the let- 
ters. ‘hey reach the very people we 
are after, and there is no waste or 
duplication. 

‘* Of course circularization as we do 
it is expensive. Our outlay is consid- 
erably in excess of the customary two 
orthree per cent of sales. Probably 
every circular costs us between four 
and five cents. Recently we sent let- 
ters toa list of three hundred Euro- 
pean users of typewriters. These 
cost us nearly eight cents each, but 
we've already had enough returns to 
pay us for the expenditure. 

‘** We now sell fifty-five railroads ‘all 
their typewriter supplies. We also 
supply four departments of the govern- 
ment, those of justice, war, agriculture 
and the treasury. Besides this we sell 
ribbons to several manufacturers of 
typewriters. 

** About the possibilities in our line? 
Well, there are hundreds of thousands 
of typewriters in more or less active use 
and the number is increasing by hun- 
dreds each day. Most machines print 
through ribbons. A good ribbon will 
stand a month’s constant use, eight 
hours a day. We sell large quantities 
of carbon paper. Many firms now use it 
to preserve a copy of all their corre- 
spondence, instead of employing the 
old fashioned copy book and press. 
We started to get orders for this line 


by circularizing every one of the thou-- 


sands of names in the American Sta- 
tioner’s trade directory, which lists all 
stationers, blank book makers, rail- 
way purchasing agents and other 
dealers and large buyers. 

‘*To my notion the foreign trade 
promises us great things. Thereisno 
manufacturer of good typewriter sup- 
plies in Europe. The typewriter isan 
American machine, but it is a fact that 
there are not more than half a dozen 
chemists in the United States who pos- 
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sess the secret formulas which luce 
really good typewriter ink. The cloth 
we use for our ribbons is made in Eng. 
land, but the cotton comes from 
South Sea Islands. Just now a hun- 
dred typewriters are being sold jn 
Europe every day and the demand is 
increasing. Every machine requires 
supplies, and we are establishing agen- 
cies in all the business centers. 

‘*No, we’ve-no thought of general 
advertising, although not a day passes 
without our being solicited to try an 
ad in some medium ranging from a 
high-class magazine to a country 
weekly. We think that they all scat- 
ter fire too much to be of value tous,” 

H. B. Howarp. 


sais pips elite 
FRANKNESS COUNTS. 

If advertisers only knew it, it is so m 
better to be absolutely frank with the pub- 
lic. The representations of a concern are 
soon rated at their true worth, whether 
made by the proprietor and salesmen at the 
store or by the advertising man through the 
newspaper columns ; and to just the degree 
that they are recognized as cependable, do 
they count.—Ad Sense. 


pO! 2 
OUGHT TO BE A WINDMILL, 
The National Advertising Company, of 
Seneca Falls, are reinforcing their power 
with a McCormick turbine water wheel of 
one hundred and forty horse power capacity. 
—Rochester (N. Y.) Chronicle, Sept. 18, 1897. 
i, Bee mete as 
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THE designing of book 
threatens to become an important 
phase of art and incidentally of adver- 
tising in the near future. 
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REPORTS BY 


Dun and Bradstreet 


prove that there is no section 
in the United States as pros- 
perous to-day as that within 
a two hundred mile radius of 
Spokane, Washington. 


The Spokane 
Spokesman-Review 


Daily and Twice-a-Week 





covers this distinctive field. 
It is pre-eminently a home 


paper. 
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In the eye of the advertiser a medium is judged 
by three things : 


1.—The character of the publication. 
2.—The extent of its circulation. 
3.—The quality and quantity of its advertisers. 


FOUR 
O’CLOCK 


the unique magazine success of the year, should 

interest advertisers because : 

1.—No other publication in existence is giving so 
much fora paltry nickel as Four O’CLOckK. 
Bright stories, beautiful illustrations, artistic 
cover poster each month. Original to the 
core. Unique but not freaky. 

2.—We guarantee and are able to prove 62,500 cir- 
culation each month. Each month’s issue 
sells better than any previous, Its circula- 
tion is not confined to any particular terri- 
tory. It reaches the best people wherever 
they are—North, South, East or West. 

3.—Four O’Ciock for December contains over 
twenty pages of said advertising, including 
Pears’ Soap, Armour & Co., Quaker Oats 
and other of the high-class advertisers ; they 
believe in Four O’CLock—they use it. 


Four O’C.LOock’s rates will be advanced soon. 
Moral: Get in line NOW. 


A. L. SWIFT & CO., Publishers, 


1123 Broadway, New York. 
180 Monroe Street, Chicago. 
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lA California 
Paper 


TheSacramento Newsy, 














RECORD- but 
UNION not 
is the sensational. 
cleanest Best 
and best medium for 
family advertisers in 
paper Central and 
in Northern 


California. California. 





THE S. C. BECKWITH SPECIAL AGENCY, 
SOLE AGENTS EAST OF THE ROCKY 
MOUNTAINS. NEW YORK AND CHICAGO 
OFFICES. # FAH KFA HAHAHAHA MAS 
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DEPARTMENT 


is no cuarge for it. 
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OF CRITICISM. Bf 


By Charles Austin ‘Bates. 


Readers of Printers’ Ink may send to this department advertisements, booklets, cata- 
es or L for advertising. As many as 
criticism, ere PR_NTE«S 


possible will receive full, honest, earnest 
NK * pays the freight.” 





seose 


“ MarySvILLeE TRIBUNE,” | 
Established £848. 
MarysviLug, O., 
Editor of Printers’ INK : 
Dear Sirn—How does the inclosed suit the 
occasion? I had this printed on postal cards 
and mailed to every merchant in the town, 
Actual cost, one dollar (for the cards), 
Within an hour after mailing received an or- 
der for three inches, four weeks, amounting 
to three times the cost of the cards. Yours 
truly, Joun H SHEARER. 


Nov. a7, 1897. J 


BUSINESS HINTS 








Christmas Advertising. 
Now is the time to push for trade. 

The TriBUNE can aid you. 

It reaches the country people, 

And those in town. 

If you haven’t time to write an “ad” 

Let us help you. 

First come will get the choice positions. 

Holiday advertising should be done 
atonce. Three weeks before Christ- 
mas is none too early. By directing 
attention to your goods before others 
commence to advertise, you gain a dis 
tinct advantage. 

Point out the fact that shopping is a 
disagreeabie task after the holiday rush 
has commenced, 

Boom your trade. 
ing. Change your ads oftener than 
usual. Doa little hard thinking and 
so organize your advertising campaign 
that every possible buyer will be 
reached, Strike now. 

Talk the advantages of early buying. 
‘There are many reasons why people 
should buy before the rush. 


Do live advertis- 





What’s che use of asking about the 
merit of a thing that has accomplished 
results ? 

I can’t see why this card should 
have done any great amount of good. 

The type which I have set in sepa- 
rate paragraphs wasset, two lines deep, 
all around the edge of the card so that 
the man who got it would have to turn 
the card, or stand on his head, to read 
it. It would have been better to have 
it set simply as plain reading matter. 

There is no doubt at all that a series 
of good cards addressed to local adver- 
tisers will benefit any local paper. I 


se eeee 


have known it to be done many times 
—have done it myself and I know it 
pays. 

I lhiaven’t much confidence in a single 
card sent out by itself. The way to 
make cards effective is to make them 
continuous. 

‘The publishers of PRINTERS’ INK 
have the right idea when they send out 
a card a day for forty or more days, Per- 
haps the hrst five or six cards may be 
unnoticed and unread, butif they keep 
on coming and have any sort of an in- 
teresting look about them, sooner or 
later a greater or less number will be 
read, and so the advertiser's message 
will be conveyed to his possible cus- 
tomers. ‘ 

Sending out a single card is like put- 
ting a single ad in the newspapers—it 
seldom pays. One-time insertions in 
papers of any kind are likely to prove 
very unsatisfactory. At the same time 
I know of only one paper in tre United 
States that makes any special effort to 
steer people away from one-time inser- 
tions. That paper is the Ladies’ Home 
Journal, which is now running a serigs 
of one-column advertisements in the 
Dry Goods Economist, Almost every 
one of these ads bring out strongly the 
point that it is continuous advertising 
that pays ; that the Ladies’ Home Jour- 
nal does not invite advertisers to make 
one-time insertions in its columns; 
that, asa matter of choice, it would 
just a little rather not have an ad at 
all than to have it for only one time, or 
for two or three times. 

It is’ continuous, bold advertising 
that pays. Once in awhile you find 
an advertiser who has made a_ success 
by running small ads continuously, but 
the great successes are made by the use 
of great spaces. 

Most a’! the advertising that is done, 
both local and general,is too much scat- 
tered. The local advertiser thinks that 
he niust advertise in every paper in his 
town. And right there is where he 
makes a mistake. Nine times in ten 
he would make more money if he con- 
fined his efforts almost exclusively to 
the best paper and stayed out of the 
others. There are only a few townsin 











the United States where it is necessary 
for the local advertiser to use all of the 
rs. Of course, he can’t reach all 
the people by using only one or two 
good papers. Neither can he reach 
all the people by using all the papers. 

The chances are, in most cases, that 
he can, by using all the papers, reach 
not more than 80 per cent of the people 
in his territory, and by using one or 
two of the best papers he can reach 60 
or 70 per cent of them. He will find 
that it will cost him about as much to 
reach the remaining 10 per cent as it 
did to reach the first 70. 

In the same way the general adver- 
tiser can reach 60 per cent of his pos- 
sible customers for perhaps one-fourth 
of what it would cost him to reach 75 
per cent. When he has advertised in 
a comparatively very small list of 
papers, of known and large circulation, 
he will find that he has done about all 
the economical advertising he can do, 
and that, for practical purposes, he 
had better increase his space in these 
publications than to leave his space the 
same and increase the number of 
papers. 

+ * ' 

A wandering, incoherent ad is spread 
across a half page of the Holyoke 
(Mass.) 7vanscript under the name of 
Livermore & Martin. 

‘It is headed: ‘* We will turn them 
into gold, silver or money,” which is 
certainly an invidious comparison, and 
ought to check the shopper who wants 
to buy furniture right on the threshold, 
to wonder why Messrs. Livermore & 
Martin deny gold and silver the privi- 
lege of being money. 

With this head and a little more copy 
the ad was given to the printer, who 
was told to do his worst. He has 
evidently done it. 

There is material in this ad for a good 
one. The prices appear to be induce- 
ments, and the goods are well illus- 
trated. The heading means nothing, 
and the opening paragraph, which has 
been consigned to an obscure corner of 
the ad, from which I have rescued it by 
great research, reads like this : 

We find that our furniture. department 
needs a clearance, a closing out of slow sell- 
ers, dropped patterns and shop-worn goods 
just as well made and will look as well in 
your room a year from now as goods made 
to-day and bought by you to-morrow. In 
order to tone up we have put in a lot of 
modern goods, as it is easier to take care of 
the money they represent than the goods on 
our floor. We have put prices where the 
most thrifty must be interested. Some 10, 
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some 20, some 30, some 50 per cent less than 
usual prices. As we will not duplicate the 
goods at the prices we have marked, you 
must come early in order to get the beneét of 
this sale. 


If Livermore & Martin will rewrite 
their introduction, put a head over it 
that means something, and then have it 
set with a border to hold it together, 
using the same descriptions, prices and 
cuts, they will have a very good ad in- 


deed. 
bal in 


Gatuipotts, O., Nov. 20, 1897. 
Charles Austin Bates, Esg.: 

I inclose you three advertisements, which 
I desire you to criticiseiu your Priwrers’, 
Inxcolumn. I write a new one every week— 
un six times in local daily, with appropriate 
deal reader on insertion. They are accom- 
plishing the desired result, says Mr. Suiter, 
who is a new dealer and quite a stranger 

here. Here is a copy of one of my locals: 
“The richest man in the world has fallen 
at last. See particulars in another column.”’ 

Respectfully, P. T. Watt. 


Richest Man ia the World. 


PUT HIS FOOT ON IT. 
[Future Ads to be Copyrighted.] 


Put his foot on it and down he goes. But 
the virtues of the banana will never grow 
less in the hearts of the people by the antics 
of its peel. For an all-round family physician 
they are the whole thing—bread, meat and 
physic. Born in a tropical clime, where they 
are more useful than the Northern wheat, 
they coms a, with eet ig kissed eo 
tundity wra in a mantle of green, an 
are warmed 4 the hearts of rich and poor 
alike to the golden hue that attracts not 
alone individuals, but nations of lovers. 

All hail tothe rival of the apple and the 
conquerer of the orange. As cheap, and at 
times cheaper than the apple, their delicate 
flavor is as enticing as their assimilation is 
ptrfect. 

We buy none but the best, and the best is 
not too good for all the people. For this 
week only, 

12 CENTS PER DOZEN; WORTH 1s. 

And along with them take another favorite 
Doctor, a package of ROLLED OATS, 7 

S., worth ro. 

Just in and fresh—Pickled pigs feet, or- 

anges, and the great Rome Beauty apple. 


Suiter’s New Center Grocery. 


Center of town, near Court House. 








The ads sent are exactly the kind 
that I most thoroughly disapprove of. 

Most funny ads are mistakes. The 
trouble with the funny ad is that you 
never know whether or not the reader 
will see the humor. Things that seem 
funny to the writer frequently fall flat 
on the reader. The best adsare those 
that attend strictly to business. 

** 


It doesn’t matter so much how many 
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copies are printed of a paper contain- 
ing an advertisement—what the adver- 
tiser really wants to be sure of is that 
the readers of the paper read his ad. 
He can be reasonably certain of this 
by making his ad big enough. 

I believe that the size of an ad is 
even more important than its continu- 
ance. I would rather have one ad big 
enough to be seen than a dozen that 
were so small as to entirely escape 
notice, 

Frank A, Munsey thoroughly under- 
stands this point in advertising, as you 
will see if you examine his rate card 
for Munsey's Magazine. The small- 
est space that can be used economically 
in Munsey’s is a quarter of a page. 
Spaces smaller than that are charged 
for at a line rate, which, if I remember 
correctly, makes an eighth of a page 
cost within a few dollars of as much as 
a quarter page. The effort, of course, 
is to make the advertiser take quarter 
pages or stay out, on the theory 
that a quarter page is much more likely 
to pay, and that therefore the quarter- 
page ad is likely to be much more 
permanent, while the smaller ad would 
prove unsatisfactory, and would soon 
drop out. 

The advertiser of a really good 
article doesn’t have to reach as many 
people as he thinks he does. I believe 
it is a good, wholesome thing for a 
business man, in any line, to sit down 
and figure out just exactly how many 
customers he must have to make the 
profit he wants. 

Let the manufacturer estimate how 
many consumers he must secure for 
his goods to pay his bills and make a 
profit. He can estimate in this way 
about how many people he will have 
to reach with his advertising. That 
is, if he needs a thousand customers 
and his goods are such as are salable 
to practically every one, let him figure, 
as nearly as possible, what is his com- 
petition, and what would be his natural 
share of the trade of each 1,000 people. 
If he thinks he may reasonably expect 
to get one in ten, let him advertise to 
10,000 people ; or, to be safe, let him 
advertise to 20,000 people. In other 
words, if he wants the trade of 1,000 
people, and will advertise so that 
20,000 really know what he is about, 
he stands a fair chance of getting the 
trade he wants. ‘There is no need for 
him to attempt to reach 100,000 or 
200,000 people. If he does, he will 


spread out his advertising too thin. 
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He had better reach a few people and 
reach them effectively. He had better 
have large and thoroughly adequate 
advertisements reaching 20,000 people 
than to have small ads, none of which 
would tell his story distinctly, but all 
of which might be seen by 200,000 
people. 

Another thought in this same line 
is that the large ad would actually and 
positively be seen by the 20,000 peo- 
ple, while perhaps not more than one- 
tenth of the 200,000 people would see 
his small ad. 

#* 
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Warning! 

Notice is hereby given that 
we intend making it warm 
for ali persons using our ALL 
WOOL underwear. 

Look at our line before buy- 
ing elsewhere. 


=P OY: R= 














Ifere is a little advertisement from 
the Boston Pos?, an ad that is distinct- 


= 


good. 

It is likely to be seen by most all the 
readers of the paper, and likely to be 
remembered by them for the little joke 
there is in it. To get the full benefit 
of the ad, however, it should have been 
foilowed. by others describing and pric- 
ing various lines of underwear. 

It is the price that does the business, 
Low prices are always attractive, and 
sometimes I believe that high prices are 
almost as good in certain lines of busi- 
ness. ‘For instance, the fact that C, C. 
Shayne, the New York furrier, adver- 
tises fur coats for women at $15,000 
each, impresses me with the idea that 
Shayne is a good fur man, that he 
probably knows his business, and that 
he undoubtedly has a large and com- 
plete stock of good furs. 

I don’t imagine that Shayne could 
sell any large number of these $15,000 
coats, even though he marked them 
down to $13,999 and limited the sale to 
one to each customer. Still, the ad is 
one that sticks in one’s mind, and is 
likely to leave a lasting impression that 
C. C. Shayne is the most important 
furrier in New York, 
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Have you placed an order for advertis- 
ing during the coming year in THE 
CHICAGO WEEKLY DISPATCH ? 
Our special offer of five cents an agate 
line, on orders running for a period not 
longer than one year, will expire with 
the end of this year. After January ist 
next the regular rate of ten cents an 
agate line will be rigidly enforced on all 
new business. 

THE CHICAGO WEEKLY DIS- 
PATCH has a circulation larger than 
any other political weekly newspaper 
published in Illinois. Orders may be 
sent direct or through any responsible 
agency in the United States. 


THE CHICAGO DISPATCH, 
15 & 117 Fifth Ave., 


CHICAGO, ILL. 


Cc. E. SHERIN, 

American Tract Society Building, 
NEW YORK CITY, 

Eastern Representative. 
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Come to think 
about it, 
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For Twenty-five Dollars 


we will print seventy-five words, 
or ten agate lines, in two 


million copies (2,000,000) 
of conspicuous American News- 
papers and complete the work 
within eight days. This is at 
the rate of only one-eighth of 
a cent a line for 1,000 circula- 
tion. The advertisement will 
appear in but a single issue of 
any paper. It will be placed be- 
fore two million different news- 
paper buyers—or Ten. Million 
Readers, if, as is sometimes 
stated, every newspaper is looked 
at on an average by five persons. 


Address with the check 


Tue Geo. P. Rowett Apvertisine Co., 
10 Spruce Street, New York. 


_—e—onrvrey’ LALA LL 


Send $1 for our complete catalogue of all American newspapers paving rege 
n 














lar issues exceeding a thousand copies. There are about 6,000 names 
catalogue. It is a book of about 150 pages. Ready for delivery December 15th. 




















SMALL RETAILERS COMBINE, 

The retail merchants of Chicago have their 
next move in the anti-department store cam- 
paign arranged. They will combine to take 
a large space in the Chicago daily newspa- 
pers, and will follow the bargain plan used 
so successfully by the department stores. 
The first step in the amps” was the pass- 
age of an ordinance prohibiting department 
stores which sell d oods from also selling 
meats. The advertising plan spoken of com- 
prehends the contribution by several hun- 
dred of the smaller retailers of all classes of 
a small sum weekly to be expended in adver- 
tising. This money will be put directly into 
advertising bargains and prices, which will be 
destined to cut under the department store 
prices. The firm names and locations of the 
advertising retailers will follow, and they 
will be arranged in groups, representing the 
different words or sections of the city. 

This scheme will resemble the chains of 
stores operated in Philadelphia and a'l large 
cities, such as the Hunter stores in Philadel- 
phia and the Butler stores in New York. If 
these concerns were to advertise groceries in 
the daily papers, giving the addresses of the 
various branches, about the same scheme 
would be presented as is contemplated in 
Chicago, so far as advertising is concerned. 
The fact that the Chicago cov bination is 
based on advertising only will probably 
weaken it.—Grocery World. 


“ ledtiae ateiminpilon 
IN GERMANY. 

We have received from Mr, A. P. Lahr, 
who is at present in Hamburg, Germany, a 
number of illuminated postal cards. They 
range from etchings which are works of art, 
illustrating some of the beautiful castles in 
Germany and Austria, to the comic cards il- 
luminated in colors that are sent from cities 
where fairs are held. Mr. Lahr writes that 
there is hardly a city of any size in that por- 
tion of Europe that does not have its own dis- 
tinctive postal cards. Whenever a great 
gathering is arranged for, almost the first 
thing that is done by the city is to have spe- 
cial postal cards made illustrative of the 
event. That kind of advertising, says Mr. 
i ahr, keeps the name of the city where the 
gathering is to be held, constantly before the 

ublic, not only in the vicinity of the city, 
But all over the world where these postals 
are sent by the citizens of the place. He 
suggests that this foreign idea mig t be taken 
up in America.—£vansville (Ind.) Tribune. 


WORD CONTESTS BARRED. 

The Post-Office Department has notified 
Postmaster Van Cott that periodicals con- 
taining advertisements of of coven offering 
orinns ty chance will be excluded from the 
mails. The order says: 

“For example, incomplete words which 
the contestants are to solve by supplying the 
missing letters: V-E-——A, a city in Aus- 
tria, C—P -N—A—EN, a city in Denmark: 
CA———WN,a city in the United States. 
The latter can be made into Camden, Can- 
ton, Capron, Carbon, or Canyon, all cities 
of greater or less importance in the United 
States. It is a mere matter of chance whether 
the competitor selects the words designated 
by the promoter as the ‘correct list,’ and 
upon this selection hangsthe chance of ob- 
taining the prize.’"—N. Y. Herald, Nov. 24. 





On newspapers and advertising PrinTERs’ 
Inx is an expert. Among the newspapers of 
the country it has gained the title of the 
Schoolmaster, and probably deserves it,— 
San trancisco Post, Nov. 18, 1897. 
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FIRST THEATRICAL LITHOGRAPH. 

Frank S, Pixley, in his column in the Chi- 
cago 7imes-//eraid, quotes an old-time the- 
atrical manager as saying: 

“The use of lithographs for theatrical ad- 
vertising, which is now so important a part 
of the business side of dramatic life, is not 
yet thirty yearsold. In 1869 McKee Rankin 
was playing ‘ Rip Van Winkle ’—not Jeffer- 
son’s famous Rip, but another one based on 
the same story. in Cleveland, Ohio, he saw 
in the show window of a music store a piece 
of music, the front page of which was orna- 
mented with a picture of an old man—jrst 
the head, showing long, white hair, like the 
familiar pictures of King Lear nowadays. It 
struck Rankin that this might be utilized to 
advertise ‘ Rip Van Winkle,’ and so he sought 
an interview with the publisher, and was re- 
ferred by him to W. J. Morgan, the local 
lithographer, who had made it. An arrange- 
ment was made by which a number of these 
lithographs, bearing Rankin’s name and the 
name of his play, were struck off. This was 
the first theatrical lithograpi: in America.” 





c ~~ 
ON SELLING GOODS. 

A salesman, as a rule, is born, not made. 
One man can talk a customer into buying, 
and another man would simply talk the cus- 
tomer out of the room, The whole secret is 
in knowing your man, knowing your goods, 
and knowing when to talk. To be a success- 
ful salesman one must be a judge of human 
nature and grasp at a glance the condition of « 
the buyer at the moment, for some men will 
be free and eany one day, will allow the sales- 
man to talk all he wants to, and permit fa- 


miliarities that they will resent on another 
occasion.—Crockery and Glass Fournal. 
























If adver- 
“a tisements 

are written right and illus- 
trated right, the drops of 
ink used in their prepara- 
tion will turn into dollars. 
There are other things to 
be taken into account in 
successful advertising, but, 
above all eise, the writing 
and illustrating must be just 
as good as they possibly can 
be made. If you are not 
satisfied with the results 
obtained from such adver- 
tising as you prepare your- 
self, we would like to have 
you engage us to do the 
work. We invite you to 
write us about your adver 
tising and ask for samplcs 
of our work. Moses & 
Helm, Writers and 
Illustrators of Ad- 
vertising, 111 Nas- 
sau Street, New 
York City. 











NOTES. 


Tue Chester Suspender Co., of Roxbury, 
Mass., offers $200 in prizes for magazine ad- 
vertisements. Circulars sent on request. 

Tue H-O people are giving with a package 
of H-O Buckwheat a wooden mouth organ, 
which is a source of great delight to the 
youngsters. 

Tuis is the way a Boston baker advertises 


his pies: 
** If little Jack Horner, who sat in the corner, 

Had tasted our home-made pies, 

He’d mention no others to sisters or brothers, 

But laud those of ours to the skies ! ”’ 

Tue Jordan (Minn.) /ndependent issues a 
directory and gazetteer of its county, contain- 
ing a list of the names of every man in 
the county, arranged alphabetically by vot- 
ing precincts, giving post-office address, oc- 
cupation, nationality, politics and religion. 

AN attractive display in drug store win- 
dows is now being made by Scott & Bowne. 
It is the figure—almost life-size—of a fisher- 
man with a large codfish over his back, the 
fac-simile of the gentleman who has so long 
served as a trade-mark for the cod liver oil. 

Setx Low didn’t fail of election because of 
eny lack of campaign documents. Ac- 
cording to the report of the Citizens’ Union 
committee on literature, there were distrib- 
uted, in Low’s behalf, during the Greater 
New York campaign: Posters, 751; placards, 
_ 33,165; handbills, 909,900; cards, 577,783 ; 

pamphlets, 436,454; books, 21,600; litho- 

raphs, 91,000, making a total of 2,207,653. 
ot these documents 1,539,861 were in English 
296,672 in Hebrew, 125,310 in German an 

108,810 in Italian.— Boston Herald. 

Tue fattest turkeys in New York on 
Thanksgiving eve were not shown in the 
markets or the poultry stores, but were to be 
seen in the various saloon windows, in twos 
and threes, bearing the well-known legend : 
“To be raffled ror to-night.”” That kind of 


an advertisement fills the saloons in the even-. 


ing, notonly with those who have tickets for 
the raffle, but with the disinterested but 
curious. And the saloonkeeper gets back 
many times the value of the turkeys, even if 
he did not make a big profit out of the tickets. 


A pEcuLiaR but forcible ad is used by a 
Brooklyn pork dealer. It consists of a high, 
white post on the corner of the street leading 
to his store. On the post, about 12 feet from 
the ground, is a sign which reads simply : 


Oo YOU 
" PORK? 


WILSON’S 
SE 


THe New York Evening Gazette was 
started by Charles Sweetser in _ and sold 
by him to Simeon J. Ahern, of 88 Wall 
street, in 1867, for $10,000. Mr. Sweetser 
started the Maz/ in the fall of 1867; the office 
was in Broadway, near Barclay street. Mr. 
Sweetser was editor of the Gazet¢e until sold 
by him; he then edited the ‘fad. The 
Gazette died about 1868. The office was at 
1% Vesey street. The paper was printed in 
the basement of, I think, 11 Spruce street, 
and, I[ think, the type set upat Phair’s. Mr. 
Ahern was agent for Baker & Hamilton, of 
San Francisco, Cal., also Carolan, May & 
Co., of Sacramento, Cal., with offices at 88 
Wall street; he lived at Elizabeth, N. J. 
There was a bitter legal contest between 
Ahern and Sweetser, Ahern claiming that 
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Sweetser, having sold the good-will of the 
Gasette to him, it was a breach of contractto 
start a rival afternoon paper in the immediate 
vicinity. I believe Sweetser won the suit— 
C. P. Bible, in N. Y. Sun, Nov. 21, 1897, 


—_——~+.9——___—. 
FROM PROVIDENCE. 
Provipence, R. I., Nov. 25, 1897, 
Editor of Print: rs’ INK: 

The theaters here ignore every application 
from weeklies of whatever nature, not even 
considering an ad worth so much as a pass, 

In a late issue of Printers’ Ink Charles 
Austin Bates gave Artemas Ward a lecture 
for inserting Sapolio ads in the myriad of 
magazines that spring up like mushrooms in 
the metropolis. The critic thought it was 
setting a bad example, besides the extrava- 

ant waste of money. What would Mr. 

ates say if he was told that Sapolio fur- 
nished these magazine covers, like Dennison, 
the shipping tag firm, does the backs of di- 
rectories for the privilege of advertising on 
them, and that the Sapolio folks consider this 
a pretty gree and cheap way? 

A local clothing house accepted the chal- 
lenge of the Siegel-Cooper Co., advertised in 
the New York papers as t’.e great “ chal- 
lenge sale,”’ by dressing up a dozen or so men 
in suits, overcoats and ulsters, and parading 
them through the streets, placarded with the 
Siegel-Cooper price and their own price, 
which was generally $1 lower. It was effect- 
ual advertising. ‘AX. 


——_——_+o»—__—_. 
WELL STATED. * 
Itis not the amount of money you spend 
in advertising, but it is the amount of adver- 
tising you buy for your money that tells, 
You must be a judge of advertising, its qual- 
ities and values, and be able to buy it mght, 
just the same as any other line of goods you 
uy. If you are not a judge of advertisin; 
and capable of buying it right, you should 
secure the services of sqme one thatis. You 
will find it money well spent.—7he Ad- 
writer, St. Louis, Mo. 


CHRISTMAS CUTS. 

The Harper Iilus- 
trating Syndicate, of 
Columbus, Ohio, issues 
a series of stock cuts, 
which it calls “* Christ- 
mas Cuts,”’ suitable for 
use in holiday ads. One 
is here reproduced. 


> 

CORRECT. 

All advertising has some value, but it 
takes a person of more or less experience to 
tell what kind of advertising will bring the 
requisite amount of returns for the money 
invested, and if you are not getting the right 
results, it is because your advertising expend- 
iture is not properly invested, and you 
should study up, and reason out the “* whys 
and wherefores,” and if necessary consult a 
practical advertising man.— /he Adwriter. 


+o -—— 
A CHRISTMAS SUGGESTION. 

One of the best methods of advertising in 
addition to the newspapers is to print and 
distribute a long list of ‘‘ What to Choose 
for Xmas,’ enumerating the choice ee 
in blankets, linens, rucs, dress goods, cloaks 
and all specialties. The packages delivered 
each day should have one of these lists 
placed within.—D/y Goods Economist. 
























THE NEWSPAPER AND ITS FRIENDS. 
Mildred reads the “* Marriages ”’ 

Her interest in them never fails— 
Father reads the “ Politics,” 

And mother reads the ** Bargain Seles.” 
Arthur reads the “ Sporting News” 

His special hobby is baseball— 
Save the man who reads the proofs, 

No one living reads it all. 


Bridget reads the “ small ad page,” 
L ooking for a better place ; 

Agnes reads the murders, ani the 
Tales of men in deep disgrace. 

Ethel reads the list of guests 
At the big Van Astor ball— 

Save the man who reads the proofs, 
No one living reads it all. 


Forty pages every week, 

Eight long columns to "the pa 
To read everything would a 

A full twelvemonth to oe age. 
So each reads his special part, 

Then he lets the paper fall. 
Pity for him who reads the proofs, 

For he has to read i it all. 

— Somerville Fournal, 


——_ ++ 
CHICAGO WINDOW CARDS. 

A Chicago clothing house has some win- 
dow cards that are exceptionally artistic. 
One of them has for the head-line the words: 
” They are beauties,’ 4 and at either side of 
the printed matter is a picture of a fair damsel 
to whom the words might apply. A further 
reading of the card, however, proved them to 
refer to some “ nobby men’s suits.” An- 
other card printed | plainly, but attract- 
ively, read: “If you're not — and 
in smaller printing it continued, our 
tailor we would like yee fe to try one of these 
suits.”’—Chicago Dry Goods Reporter. 





BEST LINES FOR BARGAINS, 


The best lines to use for bargains are the 
slow-selling ones, or those that are going out 
of season, or that will Pam nies get in value, or 
that have become damaged or shopworn. 
The retailer should be frank with his reasons 
—tell the truth about the goods and the 
prices.— Bates. 














FJ, DETIENTHALER, 


417-119 MONROE STREET. 











How one merchant announces the 
things he has in store for festive times. 


PRINTERS’ INK. 


good , ' [BE Moreh 


Classified Advertisements. 


Advertisements under this er this head two lines or more 
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han in One week in advance. 
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A SEREE wanted, Free samples. One 
agents earned , several o wer $1000 In 
1896. “ FACTORY,” P. O. 1371, New” York. 
ANTED—A uve edior 6 weekly. M 
wie we eh perk and some = 
ddress" W. P.,” care Printers’ Ink. 
R cash pays for mai for mailing 2,000 
ao and (2) inch trot in our @) 
mos. free. BEVERLY ADVG. CO., ae , Mass. 
ANTED — Subscription 1 
ee 4 ‘i oenw than, 
Feet Ses wattorer Socen canearn. = MAM 


)RACTICAL printer desires situati 
or nastetant editor of coun coy | 
daily. Age 3 


character. frees“ X, Printers 
ing with cenieal ee in 
manager, can se- 
an established publishing 
“CAP,” care Printers’ Ink. 


L& tion ion im Mengenthalae Rm sally who Ss also a 


Cert” had 
*L.T. MN. Por Portland Ave. » Brooklyn, N.Y, 
W E wish to secure the services of an expe- 
Gieg lau ieakie en a Senecenie 
worker and an convincing writer. 
Address “ Box 62, West Chester, Pa. 

ANTED_ Advertisers to see our 


and 
town and Mahon Valley. Sam 


- inch ‘each neertion. | Ad- 
dress Cc. M. SHAFFER CO., ER CO., Youngstown, O 


WANT orders to setand 


pr 
sition to take and small eatadies 
per. Can Faereece betes 
putting one recom mendations 
as to abili' jana cae ety Pild- 
TO ENGRAVER,” 3 Duffield St., , N.Y. 
WANT a position. 


I learned how to set an advertisement in a 
. The Brunswick 


nsw Co. 
(Vino Kolafra) Iam an all-around advertise- 
ment writer hustler, original in my ideas 
and methods. Mr. Lyman D. Morse taught me 
= a shuical ex Pert who write 
op mene kypears 
business English, who can 


Fee Srp Seocmienl weg! cadres 90 hee "care 
@ $ 8 8 $ BUSINESS MEN sssss 
Think how much better your office station 
ing. 
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less Mailer ; and cheapest. 
EV. ALEXANDER Dick’ Meridian, N. y” 
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HALF-TONES. 
HALP.TONES onderful price if 
$1 30 Mike are right and the 
ae e will make our best 


mingle cat po amy -tone of any sabject, clear and 
fully finished, for $1.50, and cents per 
qyenre inch for any A oe t 1 square 


we us for style of engraving. 
CROSS & CO. 338 Dearborn St., Chicago. 


ELECTROTYPES. 


GETTING advertisements to make them stand 
S out and agar one or more cloctrote we 
of same is a line in ich [am paspgoagehe® 
any other printer. “The es each oe 

contain numerous samples 0: Tay work, 
set your next adv., whether it be for an inch ora 
suit or 








I can WM. JO “4 gee Mgr. 
Pri nters’ ‘ink Press. 10 Spruce 8t., N. Y. Cit; y. 
SUPPLIES. 
AN BIBBER’S 


Printers’ Rollers. 


- for etchin: ee & COOK, 190 Water 
Street, New 


ele PAPER is napa with ink manufact- 

red by the W. D. WILSON PRINTING INK 
Co., L't’d, 10 aleeag St., New York. Special prices 
to cash buyers 


ADVERTISING NOVELTIES. 


{OR the purpose of inviting announcements 

of Advertising Novelties, likely to benefit 

reader as well as advertiser, 4 lines will be in- 
serted under this head once for one dotlar. 


ESK or frame calendar. Dainty and artistic, 
and will on to your customer’s desk. 
Well suited at this season ka holiday greeting. 


Write H. D. PHELPS, Anso: 
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Conkey Co., A. WHEA!LEY, Di- 

rector, ssi-So1 Dearbora St., C st, Chicag: 


\ Pee neat, plain, attracti arcing ting 


logues, vookiets, ae jets, ulars, 


cards, etc., executed When 
ou want a good job— p-. anon you want ~ 4 
look at and read- 


come to us. 
INK PRESS, 10 Spruce St., New Y¥ Seg 
a ee 





BILLPOSTING AND DISTRIBUTING. 


B. WILBER CO , Cambrid bill- 
posters and distributors, en a 
shicts bothsond 


and tacked up. reulars, » pemaarees 
samples mailed or distribu’ Write for partic- 


a ones am going we walk or ride a beyete 

reenville, ,to Chicago. Would 

— if y distribute ci S ‘or samples and tack 
up signs for ome, yemahie firm. Good refer 

nee solicited. H. E. BING- 


HAM, 120 St. eaenetlitn, 8. C. 
——+or——_——- 
FOR SALE. 
OR @ weekly will will orrpenge 
FoR Lon ouse. “ X. Z.,” Prini 5 sin 


o office, a: established, first class, high re —~- 
mn, e nusual 0; pportun iy. 
Hat ese a: Look Dita WE ¥, Plain- 
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ADDRESSES AND ADDRESSING, 
all 1897 orders, 


30, 000 EY CHOICE <a, 2 
rates. 


and 
Soistened oh SUF low Get them. Sa 
ory reference. A . R. RK. FISHER, in, Stal 


—— + 
ADVERTISING SING AGENCIES, 
F Bp wish to advertise a MR! aig any 


ny time write tothe GKO. P. ROWELL 
ADVERT ISING CO., 10 Spruce 8t., New York, 


one ht matter 
vitais pe Ph ry me ad Write 
THE V WHITMAN COMPANY, 37 Nassau St., N.Y. 


> 


NEWSPAPER METALS. 


hod 











BLATCHFORD 


Get mphlet and prices. 
00. be70 N. Clinton St ~Chieago 








ADI VERTISING | Ne MEDIA. 
ARDWARE DEALERS’ M MAGAZINE. 
Copy free. 271 Broadway, New York. 
40 Wome, 5 times, 2 cts. Sr TENraae 
Brockton, Mass. Circulation 7 
DUERTIORe GUIDE, New dns N. J, Te. 
line. Cire’n 3,5c0, Close Close 24th. Sample free, 
LS fap NEWS is cred is credited with a greater 
circulation than any other West Va. daily. 
NY person advertising in PRINTERS’ INK 
*\ to the amount of $10 is entitled to receive 
the paper for one year. 
ARGEST ies of any dail J 
L in Williamsport, th o GaSErTE and id BULLETIN 
6,000 D., 4,000 W. La COSTE, | COSTE, New York. 
[4Azt08 (Ohio) MORNING | TIMES an’ d EVENING 
NEWS, 14,000 dai daily, create a‘ want” for prop- 
erly advertised goods. LA COSTE, New York. 
8 rare | i oe La don’t ‘% --y* circu- 
to THE 


lation. 
RELIGIOUS. PRESS ASSOCL ASSOCIATION, Phila., Pa. 


I EADING newspapers in Southwestern ae 
4 (outside Cincinnati) bn nm MORNING 
and EVENING News, 14,00) daily. LA COSTK, x XY 


EPUBLIC-JOURNAL, Littleton, N. H.; ; lane 

» est circulation and best paper in State no 
of Concord ; 2,800 guaranteed; rates low, but 
firm ; service the best. 


fed F gk area manufacturer and desire to reach 

he largest retail* trade, advertise in the Dr- 
PARTMENT STORE JOURNAL and GENERAL STORE 
REVIEW, monthly, $1 per year, 271 Broadway, N.Y. 


Ts TIMES-UNION, of Albany, N. Y., standsin 
the front rank among the very best news- 
a wide circle of 





n 
un 


¢ a poopie It 
in sing medi um, JOHN H. FA editor and 


propr 


300,000 Pe Aaa 


emorandum Book. Half in 
both, $150, a ee best adv. ertising yon aon 
ot retell pe =] into families. Only a lim- 





Panoare— $2,000 ee Son bu only D ‘ tic 
job ce in New Jer. 
oma n (pop. 10,000)" 40 miles from Phil ladelphis, 

M. WOODMAN*EE, Lansdale, Pa. 


pty cheap and effective way of addi 
from two to five hundred new names x 





pee ibscription list. That way 
He > pny moweme n soliciting. 
A a of of work based 0 ful experience 





competitors is yoursfor oned ¥ 
I have learned at the ext.ense of hundreds of dol- 
is yours for one. ntry people read m 

in winter—the time is now ripe to cali on them. If 
= are 7. _— me. Pid — ques- 

ions a! e suggest > eye me ve 0 yous par 
ticular case, without extra c a ig dress KE, 
MOSLOF, Ad-Writer, Box No. Minneapolis. 





vertising taken, as we use the 
to advertise our TP. P. P. and they have 
mado wr P.P. 2p be ler in Georgi ate aN 
a, Alabama an th Carolin LIPPM 
BROS., Lipp *s Block, Sav nh Ga a. 


T ivy NEW YORK MU! MUSICAL ECHO 

is the prettiest musical ——— in the 

world. Thirty aie full size sheet music pages 

prettiest vocal and instrumental} se of the day. 
Halep contains eight vagy of pretty 





es and musical ce cents and 
get all postage paid, or send twenty cents and get 
bay -two pages and sixteen portraits. 


ew York Musica. Ecuc te # the best adver- 
tising medium for the money. Tt has a guaran- 
ag eae circulation of ‘a.pe0 copies. 

thern Branch New York Musical 
pehooent ,163,165 and 169 Congress St..Savannah,Ga. 











MAIL ORD} ORDERS. 
id illustrated catalogue for the mail-order 
business just issued. Send foe ent and 
terms to’T. J. CAREY & CO., % City 
New York. 
——__ +o 
INFORMAT] TION, 
is it vant to know? Send $1 with 
hg HY you wan now 4 


TRADE AND! INDUSTRIAL PRESS, Caeasck and 
Inquiry Department, Washington, D. C. 





SPECIAL AGI AGENTS. 


D. LA COSTE, 
H. ative, 38 Park How. New York. D 
Po RS that lead in their k locality 
D. LA COSTE, 38 Park Row, 


= Work: Bails ony. 


GE 


—__+or-—__—__ ‘ 
ILLUSTRATORS AND ILLUSTRATIONS. 
B= collection of advertisi cuts in U. 8. 
Catalogue l0c, THE SPA A, Boston, 


N° STOCK CUTS. Not 
iltustrations. NEW YO 
DESIWN, Vanderbilt Building, New York City. 








FOR RENT. 
W E need yt ng 10 Spruce 8t., two con- 


well lighted and and the pleasantest offices 

in building. Size of roo! 

cuales. | 10x15. Wee ponte such offices call and 
pabous price, S be fitted up to suit. 

dress G ROWELL co. 





—___ +> 
ADVERTISEMENT CONSTRUCTORS. 


D 
[|p =.*- 


66 ASK LEWIS ABOUT IT.” 
L "= makes medical ads pay. 
| Pathe address is PENN MUTUAL BLD., Phila. 
LARENCE F. CHATFIELD, 179 Front St., 
/ Owego, Tioga Co., N.Y. N. Y¥. 
Bone F. JONES. 
id Building, New Y« ew York. 
ARLES ZINGG, Farmington, Maine, Writ- 
by d printing for adv r advertisers. 


G ILLAM & SHAUGHNESSY, Advertisers, 623 & 
3 624 Temple Court. New York. Write. 


WHEATLEY, effective advertising 341 
E. 4 Dearborn 8t., Chicago. New York office, 
114 Fifth Ave. 


’ be ae en A of ‘of exclusively m medica] and 
drug Advice or samples free. 
ULYSSES G. S ANNING, ING, South Bend, Ind. 
DS, Bool Cireulare 


A Design Ph Ae der. Outite 

‘ 0 order. ne 

Guts in stock. R. L. CORRAN, 150 Nassau St. N.Y, 

\W E write and fllustrate advertisements. If 
you are not satisfi poe pee yh same 

now using, send us proot and 

improve on them. NEW YORK ‘BOREAU ‘OF 

DESIGN, Vanderbilt t Building, New York City. 


XXXXXXXXXXXXXXXXXXXXXXX x x 
XXXXXXXXXXXXXXXXAXXXEXXXX 


} THEY CAN’T HELP IT 
cr iA — 
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i 
led 


ey. SE 
—s down the facts o' 
wo that people iting them clear and strong 
people can’t help being con- 
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“Shall T send you “ Business,” my free 
2 booklet t xx 
XXXXXXXXXXXXXXX XXXXXXXXXXXXXX 
XXXXKKK XXXXXXXXXXXXXXXXXXX 
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OHN ©. DEWEY, Temple Court, New York. 
oJ Writing, Designing, Cri apes 


won wd ot the best 


LOTUS |! PRESS, printers, 140 W. od st. few York. 
Every advertiser, without exception, can use 


HE waremae © COMPANY, $7 Nassau St., New 
York, is not the adve vertising agency ; 
if it were it could not Uo in-y our 
advertising business. 
le with profit to the 


i 


ive 
we can con 
advertiser. 


prielele nines! tlelete'g ates awed eie'oletele'e' 
00000000000 00 COOOCOOV000000 


TERED VERE both of tee Sno qual 
booklets if you would like to have 
a a 
about me and m: work. The vther 
tells what l have say about 
on at eee aes 
I glad if every business man 
rica sends for these booklets. 


i 


S3S8383833ESES3888S8 


4 
~ 


5 


88888 


ss 
CoN bet- 
ter advertising, CHAS. F- F. JON Suit 
101, World ‘ing, New York City. 
000000000 00 000000 00000000000000 
00000000000 00000 0 0OOU0000000000 
A FEW FACTS 


FROM 
—— fuse BATES. 
T hardly now W advertising now. 
1 have all the ey I can do comfortably. 
But I’m afraid to stop adve ing for even 
single month. i'm etrea tt stop you'll forget 
me. 


I advertise when I am busy because of what 
money, George called “ the force of the te, of 

“Tice to have plenty to do. 

I like to be busy. 

1 do'my best work when 1 am buried in orders, 

“ wit illustrate and print, 

Right now 1 am mak: ry 
fa ‘A booklet for a Sou ern Trust Com 

¢ A large catalogue for a large Western thoe 


oA handsome big book about. the business of 

a Midale Western clothing manufacturer. 

~— elphia stove, range 
end —~4 a large Southern 

tri rk 1 pa outnnty Gusiee, 

I want to double . f the cata- 

logues and printed matter of man 

ers and 


tuk care of retailers, too 
nder m this year 
ertising e syomm J Be illustrations to 


gaggggegeseeees 


g 


_ 


supplied adv 
over four thousand (4 — merc! 
resenting thirty-two distinct lines in every 
and tory in the Union. 

Any retailer who wishes to know how i handle 
ee gare ez Destnass can have full informa- 
tion for the “s 


offer to criticise le or series 
ohiing ms > criticies a single piece or seriet of 
dollars has placed me in communication with a 
f good has re- 


nd 
he estion about advertising or 
any one question 
tnd my fee for criticism or answer will be $2 for 


ered. 
AUSTIN BATES, 
en cHARLS Av Building, 


New York, 
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THE CUBAN QUESTION, 


—— 


REASONS FOR BELIEP THAT AT. 
TONOMY WILL PE ACCEPTED, 


Net Willing to Seem to Sub- 
mit Teo Facily—The Real Sentiment 
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Es 
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In short, by thus offering what the con- 
servatives admit to be inevitable, and what 
the radicals must accept as the first step 
fm a series, the new ministry bids fair'to put 
the tosurgents in a rather tight place. Ree 
Rew administration in the United ‘States 
is not anxious to saddle iterlf with a war, 
and the Jinaces in Congress have had no lit- 
fle wind takeu out of their satis, ant may be 
disposed to regard the autonomic 


quent remission of dutics, 

For the average Cuban uih:combatant the 
Fevotution question has from the rst. been 
one of bread anil meat. The insurgents have 
held Stgtore him the fact that a canyot 
corned beef, which be coupl get for fifteen 
cents if the were annexed. costs bim 
now = dollar 4 quarter. Reciprocity, 
which might take the place of annexation as 
venards the tariff dutics on certain food sta- 


@s having died with Mr. Risine. Put the 





Dies, ts represented by the same as] 


St te fhe nwn-somintant of trvind te re~ 
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HS VANA| NEWSPAPER 
ar 


Havana, November 30.—The printihg-of- 
fee of FN Centincle, organ of the Gendarmes, 
was buraed last night. The cause of the fire 
is not known. The building. it is sald, was 
insured for $54,000 tp an English company. 

==> 


THE PAILURE OF THE DINGLEY LAW. 
Ne Attempt at the Treasury Department te Con- 
coal Dtsappofeimens. 


[8peciat Meapated to The Evening Post.} 

Waemmorox, November 36.—At the 
‘Treasury Department “rre ts no attempt to 
cone@al the general dffappointment over the 
failure of the Dingley tarit uct thus for as 
& revenue producer. The most that fe acid 
tn extenuation ts that it is “still too soon” 
to poss final judgrocat. 

An inquiry was recently sent ever to the 
New York Custom-house as to what mizbt 
be expected from the sugar importations. The 
retw showed that in the whole ih of 
October onty $1,000,000 in dutics been 
collected there on sugar, and the Grst balf 
of November indicated that the returns for 
the «hole months would be about the same 
as October. As caiculation had been made 
for a revenue of about $5,000,000 a month 
i sugar duties, and aa,Retween two- 

and three-fourths of the @utiable au- 
gare of all kinds arc entered at the port of 
New York, the net result of inquiry was 
bitlerty disappointing. 

This great (ailing off from expectations is 
explained on the gfownd that sugar is a 
— Sten aoed 








RESCUE OF BLITE'S CREW. 


BROUGHT TO PORT SAFELY on 
THE EXETER Ciry, 





the” British 
for Balti 


quantity of food by means of a line. These 
Provisions lasted but two days. On Sunday, 
the 21st, the wind freshened, and blew & 
strong gale frem the southgrest, and & 
heavy squall strick the vessel, carrying 
away the spars with all attached. The leak 
Increased rapidly, and she soon. became wa- 
terlogged, and, to make matters worse, the 
crew. exhausted from lack of food, expos 
ure, and constant pumping, were unable to 
clear away the wreckage. 

Signals of distress were botsted afi, and 
& sharp lookout kept for a passing vessel, 
but during the next three days not a sail 
was to be seen, and the unfortunate men 
despaired of being rescued, as the schoon- 
er’s deck wns nimost level with the water, 
and she was Hable to go down at gay me 
ment. Portunately, on Wednesday. the 24th, 
the steamer Exeter City gencued the crew 
to ao exbausted condition, avd brought them 
to port. 

Teere was one “death uboard the Biite 
durtug thie storm of November 21. | Seow af- 
ter the vessel was dismasted, a Spanish 
sailor named Juan Erraseras, who bad 
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GERMAN IMPERIAL POLICY. 


SPEECH OF EMPEROR WILLIAM 
OPENING THE REICHSTAG. 








Why He Desires Large Credits tor the 
Nevy—Military Penal Code Retorm— 
The Landing of Troops 2 China— 









reform. 
far as possible the ines of the civil penal 


code, meets the absolutely ne- 
emery for the maintenance of discipline. 
‘The bill will be submitted without delay.” 
In retation to the finances 
be mid; * 
tisfactory, and a considerable 
‘the anticipated surplus wit! be 
employed, as last year, in reducing the im- 
perial debt. An economic committee, con- 
sisting of representatives of industry, agri- 
culture, and trade, bas been appointed, by 
Means of whose expert advice it ts intend- 
ed to define the conditions ‘and scope of the 
extensive } of bowe 
‘m order to obtain a firm basis upon which 
to shape future customs tariffs and com- 
mercial relations with foreign countries. 
“The eur 








. on 
the whole, is satisfactory. The rinderpest ia 
Southwest Africa has necessitated the con- 
struction of railroads to factlitate transporte - 
top. The results of the negotiations with 
France for the delimitation of the Togo- 
Dabomey boundaries tend to benefit the 
economic Interests of both countries.” 

of 





Referring te the murder the two Ger- 
Nice 


‘MAD Missionaries, and Henale. in 











GERMANY NOT TO COERCE HAYTL 








MURDERED BY THE KHALIFA 


Report Abeut the Recent Fete of Christians at 


REFORM. 
‘Twe tmpertant Decrecs leverd To-dey. 

Sr. Pererssuna, Novewler 30-—Ao im- 
perial wkase. issued to-day, orders the colo- 
cre and issue of five-ruble gold pieces equal 
fm value to one-third of the Impertal, which 
weighs 12.902 grammes .900 fine. and con- 
talus 11.6118 grammes of fine gold. Another 
ukase Girects that the inscription on the 
Russian credit notes be changed to read as 
follows: 

“The state bank exchanges credit notes 
against gold coin for an unlimited amount. 
One ruble is equal to « fifteenth of ea im- 
pertal and contains 17.424 doll of pure gold. 
‘The exchange of state credit notes against 
gold coin will be guaranteed by the whole 
property of the state. State credit notes 
are to‘ bave equal currency with gold coin 
throughout tbe empire.” 


THE STORM IN ENGLAND. 
Hartors Full of Disabled Vesscts—The Demage 
ta the Hatertor. 





Lowpon, November 30.—Reports of 
wrecks, fatalities, and damage done, as a 
result of the gale, continue to be received 


to-day. All the bays and ports are full of | 


vessels more or less seriously damaged, 
Such sights have not been ‘seen for many 
years. Several of the inland towns of Kent 
sre still flooded, and a long time must elapse 
before the damages can be repaired. The 
seaside resorts have’ sustained most se- 
rious daruage. At Margate alone the dam- 
age dove is estimated to rmount to £50,000, 
and at Southend the estimates place the 
damage at £30,000. Similer reports are be- 
places. 


_| Gen. MeCook says that be bes no dowbt that 





TWO COUNTY ORGANIZATIONS, 


ANTL-MACHTNE MEN BENT OV 
BUILDING ANEW, 








& permanent organization will result. “Te 
be effective.” one of the leaders 
to-day, “these two movements must fuse, 
and | expect that they wil! do a0. presently.” 

In come 6 organization shall be 
formed, it was said to-day that the pros- 
peets were that it could quickly beceme 
more powerful then the Platt-Quigg-Cibba 
machine. Mayor Strong and James Ye- 





only 40.000 voters as the real strength ot 


the Platt machine. Brookfielders claim a 
membership of 20.000 in their orgapization, 
and Mr. Yereance says be is satisfied that 
the claim ts true; it ought to be easy, there- 
fore. it was pointed out, te enroll 
Republicans in the new organization te 
make It more representative and better en- 
titled to the recognition of the state con- 
vention then the present one. Last year 
about 120,000 votes were cast for the Ke- 
publican candidate for Governor, and the 
@ifference between Gov. Black's vote and 
Gen. Tracy's vote ts considered sufficient to 
furnish forth a formidable new Republican 
county organization. 

Tn examtioing the Republicen rolls In the 
Twenty-ni Assembly District last night 
the mem! ‘of the county committee from 
that district found that out of 434 enrol- 
mente 52 were false. Seven election dis- 
tricts were capvaseed, and corrections were 
made with the belp of letters returned by 
the post-office as undeliverable. According 
to the estimate of the Plaza Republican Club, 
based on the number of letters returned be- 
Cause “the. person addressed could not be 
found ‘at [the address written on the rotis, 
About pne-third of the rolls to be 








in the First it was found that 4 out of § 
were false, in the Second, 10 out of 92; in 
the Fourteenth, 17 out of 167; tm the Se- 
venth, 4 out of 41; im the Twelfth, 4 out of 
Si; im the Fifteenth, 17 out of 61. Thes out 
of the seven election distridte canvassed 
about onc-eighth of the enrolments were 
found spurious and untrue, although {t has 
teen nretendted thet « “nursing of the ontte? 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


vi ipt 
becription from 


n 
ven, covering a paid sui 
date to Jani Ist, 1901) The ond of the century. 

is always 


ted it 
to issue a new w edition of five hundred 


f any person who has not aid for it is re- 
eye Inx it ate because ome b2 = 
name. Eve! r is 
at the expiration of the time bald for. - 
Oscar Herzperc, Managing Editor. 
Prrer Doucan, Manager of Advertising and 
Subscription Department. 
No. 


New York Orrices : 10 Spruce STREET. 


Lonpon Acent, F. W. Sears, 50-52 Ludgate 
Hill, E. C. 
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THERE is no business, trade or pro- 
fession that can not use advertising in 
some form successfully and profitably. 


Ir is a gre .. deal cheaper to advertise 
in strong papers of large circulation, 
than it is to advertise in small papers of 
small circulation. 

THE persistent advertiser often at- 
tracts to his own city a large volume of 
trade which might otherwise have 
drifted re 

THERE is no other medium in the 
world like the daily newspaper for all 
kinds of legitimate advertising. News- 
paper advertising costs less and has a 
more general and a wider effect than 
any other.— Zoledo (Ohio) Commercial. 


MR. HARRINGTON FITZGERALD, the 
proprietor of the Philadelphia /tem, is 
an artist not only in securing an enor- 
mous circulation rating for his news- 

per, but in the more purely artistic 
field he has now achieved distinction 
as a painter. Twoof Mr. Fitzgerald's 
pictures were recently exhibited at the 
Philadelphia Art Club Exhibition and 
elicited much favorable comment. 
‘* A Wintry Day ”’ in gray tones caused 
one to shiver, while his ‘‘ Peasant’s 
Daughter’’ was so full of color as to 
warm the observer and cause his blood 
to tingle in his finger ends and else- 
where. It is predicted that Mr. Fitz- 
gerald’s fame as a painter will event- 
ually overshadow his reputation as 
editor of circulation reports which long 
ago gave the //em a place among the 
greatest journals in the world. 


PRINTERS’ INK.” 


AT the present moment PRINTERS’ 
INK is in want of some genuine tes. 
_ timonials that shal) blazen forth 
the Little Schoolmaster’s transcendent 
merits—not fulsome flattery, but earn- 
est, genuine praise from honest ad- 
mirers. Testimonials are invited in 
this open way, because the Little 
Schoolmaster wants everybody to know 
that just now he is aching to be puffed, 
He invites his pupils to compose testi- 
monials with care, write them out 
handsomely in a bold hand that will 


_ stand a photographic reproduction, and 


then just send them in. Testimonials 
that do not appear to be written in good 
faith will go into the waste basket. 
Such as seem genuine, but are badly 
written and poorly expressed, will be 
preserved with loving care, but not 
used. Such as are well written and 
genuine, and expressed with judgment, 
will be reproduced for advertisi 
purposes or copied and cieameall 
upon in these pages. For the best 
dozen testimonials a sterling Souvenir 
PRINTERS’ INK Spoon will be duly 
sent, one to each of the dozen writers, 
and to the writer of the testimonial 
that is the best, the best expressed, 
the honestest and the most genuine, 
there will be sent in due time a solid 
silver Loving Cup, upon one side of 
which there shall be engraved the 
golden words in which the testimonial 
was expressed, and on the other the 
name of the writer, the date and some 
account of the object of the cup and 
the affectionate regard in which the 
successful pupil is and ever shall be 
held by his loving teacher. You who 
admire the Little Schoolmaster and his 
plain, straightforward but modest 
ways, can not do better than to just 
write a letter and give expression to 
your feelings. That letter may win 
the Loving Cup. Let it be addressed 
to PRINTERS’ INK, the Little School- 
master in the Art of Advertising, New 
York. 

THERE is no other medium in the 
world like the daily newspaper for all 
kinds of legitimate advertising. News- 

paper advertising costs less and has a 
more general and a wider effect than 
any other. It commands for the ad- 
vertiser a largerand a better patronage 
than any other. Such has been the 
world-wide experience, and such is 
the evidence of all who have made the 

eatest successes in advertising,— 
Toledo (Ohio) Commercial. 





PRINTERS’ INK. 


To GET the best out of advertising, 
you must put the best into your ads. 


Ir is urged against daily papers now- 
adays that their circulations are un- 
naturally forced and that a consider- 
able percentage of the number printed 
comes back unsold and unread, but it 
is probable that what is charged in this 
way is equally true of the ee 8 
weeklies and monthlies, and although 
these may not be so certainly returned, 
they make up for that by going some- 
times in twos, threes and half dozens to 
single names of persons who not only 
do not pay for them, but do not want 
them or even look at them. 


JoHN WANAMAKER’S first business 
success was as a ready-made clothing 
man. A brother of Mr. Wanamaker 
relates that John had a way of getting 
a little closer to the hay-seed who 
came to his store than any salesman 
they ever employed. Onescheme that 
worked to perfection was very popular 
with Mr. Wanamaker. He wore a 
sack coat in those days and in the 
pocket there would always be a hand- 
ful of chestnuts. When a visitor from 
the rural districts required attention 
John waited on him, showed him this 
and that, munching a chestnut mean- 
time, and as the trade progressed of- 
fered his customer some, saying in a 
companionable way, ‘‘ Have a chest- 
nut?” and then the two munched on 
together. No countryman ever visited 
the store in those days and got away 
without buying a full suit. 


Mr. JoHN ADAMS THAYER, who 
for six years has been the advertising 
manager of the Philadelphia Ladies 
Home Journal, a post which he is said 
to have filled with distinction, has re- 
signed that position and accepted the 
place of business manager for M/unsey’s 
Magazine, in which position it is hoped 
that ke will exereise such an influence 
upon Mr. Munsey as to induce that 
gentleman to follow che notable exam- 
nle of the Ladies’ Home Journal, the 
most prosperous of all the ro-cent 
magazines, and let the public—let 
everybody, in fact—know what his 
circulation really is. We all know 
that the circulation of Munsey’s is 
large, but nobody can find out just 
how large. PRINTERS’ INK has en- 
deavored for years to learn, but never 
could. From John Adams Thayer 
may we not hope for light? 
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THE advertiser who advertises only 
in daily papers has a much better chance 
of success than the advertiser who ad- 
vertises only in monthlies or only in 


weeklies, 


MANny shrewd advertisers make lib- 
eral use of the expensive monthly mag- 
azines, but they use them in much the 
same way that they do the poster and 
the card in the cable cars. They serve 
to attract attention, but this same ad- 
vertiser, when he has a story to tell, 
goes to the daily paper. 


TWO NUMBER ONES. 


Office of “* Tue Grose.’” 

The Boston G/oée has by far the larg- 
est circulation in New England ; its 
advertising rates, circulation con- 
sidered, are the lowest in the Unit- 
ed States. 

Boston Nov 27, 1897. 


Editor of Printers’ Ink: 

In your issue of November 17 you quote 
our price for ewe yaa similar to your illus- 
tration at $960. Our price for this is $489.60 
for each page without cuts. Single-column 
cuts cost 4o cents a line for their actual 
measurement. A double-column head of 
type or foot would cost 60 cents a line for the 
space occuvied. Yours sincerely, 

Cuas. H. Tayor, Jr., 
Business Manager. 

A careful figuring of the extra charge 
for electrotypes exhibits the fact that 
the cost of those two pages in the Bos- 
ton Globe would be $1,223.20, or $30.- 
80 less than in the Philadelphia Record, 
where the price was $1,254. The 
average issue of the Boston Gide for 
the year 1896 was :98,556 copies, while 
the average issue of the Aecord was 
170,402 copies, a margin in favor of 
the Globe of 28,154 copies. The Rec- 
ord, however, is a morning paper, and 
the Globe, like the . Philadelphia City 
/tem, is one that comes out at all hours 
of the day, so, as a matter of course, the 
Globe’s circulation is somewhat dupli- 
cated. Yet, for all that, the advertis- 
ing rates in the Boston G/ode are ex- 
ceedingly low. When the manager of 
the Ripans Chemical Co.’s advertising 
was shown what is here said, he re- 
marked : ‘‘ Well, if I knew that that 
advertisement in the Glode would pro- 
duce one-quarter as many sales as it 
did in the Philadelphia Record,I would 
order it in to-day,” and then he added: 
‘I have an impression that I sold 
more goods in Philadelphia last Satur- 
day than I ever sold in Boston in any 
of the six years that I have been in 
business.” 
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The Chicago Dry Goods Reporter 
prints in a recent issue the rules and 
regulations used by Messrs. Marshall 
Field & Co. I have had a copy of 
their rules in my possession ever since 
my very pleasant shurt connection with 
that house some years ago. I have 
often admired some of the statements 
made in these rules, but on account of 
this connection, I have not felt at lib- 
erty to criticise, until I find they have 
been printed elsewhere. I am going 
to clip a few paragraphs from these 
rules and repeat them here, as I be- 
lieve they will be quite interesting to 
many of the readers of PRINTERS’ INK. 
The paragraphs which I shall clip are 
those which express sentiments of 
of which I can heartily approve. 

‘* The greatest courtesy is required 
from employees in all matters relating 
to business of the house, whether cus- 
tomers wish to purchase, to inform 
themselves regarding an article on 
sale, to exchange merchandise, or sim- 

ly to visit the different departments. 

he same promptness and care will be 
used when merchandise is returned 
and money refunded.” 

The last sentence of this ruie strikes 
me most forcibly. Itis a rule thet is 
not followed by many merchants. 
Clerks, heads of departments and store- 
keepers are polite enough in selling 
goods, but when the customer wishes 
to return the goods, or get her money 
back, they are found to be anything but 
polite. The same politeness should 
apply to one case as to the other; in 
fact, if there is any difference, one 
ought to be more polite when return- 
ing money than when taking it. One 
reason for this is, because the cus- 
tomers are more apt 10 take offense at 
any lack of politeness, and another is, 
because politeness under such circum- 
stances will be apt to be appreciated, 
and will, many times, make the person 
a life-long friend of the store. 

‘‘From the heads of departments, 

ially, will a strict performance of 
duty and a willing compliance with the 
rules of the house be looked for, as an 
example to others. 





‘It is expected that they will use their 
best efforts to assist salespersons under 
them in making sales, and it is particu- 
larly desirable that they shall instruct 
the less experienced salespersons in 
the methods of handling merchan- 
dise, approaching customers, display- 
ing goods, etc.’ 

In my experience with buyers in dif- 
ferent department stores, I have found 
that this is one of the things in which 
they are most lacking. They are 
good buyers, or good salesmen them- 
selves, or good general managers, but 
they do not give the attention to in- 
structing their help that they should. 
A great deel of the poor help in the 
big department stores is solely because 
the men who are at the head of each 
department have not done their duty 
towards the salespeople under them. 
If I were the owner of a department 
store, I believe I would consider a de- 
partment head just as lacking in his 
duties if he did not instruct his help, 
as I would consider him lacking if he 
made wrong purchases of goods. 

‘* Salespeople will have patience in 
serving customers, showing goods, 
willingly and pleasantly, without ask- 
ing too many questions as to price, 
width, size or color wanted.” 

‘*When articles are displayed in 
windows that can not be duplicated in 
stock, these articles must be subject to 
sale. And when customers desire to 
purchase same, salesmen will request 
the window dresser to return them to 
stock.”’ 

As arule no goods should be placed 
in a show window which are not du- 
plicated in stock. It is poor policy to 
have the only article of the kind which 
you possess in the window. How- 
ever, it is many times the case that 
goods will be sold out while the sam 
ple is in the window, and in this case, 
as this rule states, it is only proper 
that the article in the window should 
be subject to sale just as much as ifit 
was on the counter in the store. I 
know of some stores which make a 
great mistake in refusing to take goods 
out of the window when called for by 

















the customer. If the store has made 
an error of placing the only art cle of 
the kind in the window, they should 
be prepared intmediately to take the 
goods out when the customer wants 
them. 

‘* Many pieces of merchandise come 
from the manufacturer wrapped in 
paper of superior quality. These 
pieces of wrapping paper we wish to 
preserve, to be used in lining express 
packages, etc. All heads of depart- 
ments will, therefore, please see that 
this is done, and will, each morning, 
have sent to the express counter in the 
shipping room, such wrappers as are 
not required for the goods in stock, or 
are not too badly soiled or torn to be 
used by the express department. All 
employees will co-operate with depart- 
ment managers in this matter.’’ 

‘* Well-directed and intelligent criti- 
cisms are very valuable; and, although 
they are often unfriendly for one rea- 
son or another, yet in a general way, 
when they come from the customers of 
the house, they are worthy of our at- 
tention. Employees hearing any criti- 
cisms regarding this business, will 
please write them out in brief form, 
and Submit them to the manager for 
attention. We feel that from criti- 
cisms we can improve this business, 
and therefore solicit them from all.” 

Several times in this department I 
have suggested that the only positive 
way in which a merchant can get 
thoroughly in touch with the people is 
by listening and receiving the criti- 
cisms whick they make upon his busi- 
ness. 

This rule is quite an excellent one, 
and I believe that if properly carried 
out will enable Messrs. Marshall Field 
& Co. to get more closely in touch 
with their customers, and thus be 
more secure in their business relations 
than they would be if this attention 
were not given to criticism. 

There is one fact based upon my 
own experience that I can say right 
here in reference to Messrs. Marshall 
Field & Co.: I do not know of any 
house in America where rules are 
more carefully kept than theirs are. 

Rules are g things if the rules 
are right, and if they are enforced, or 
rather if the employees are in such 
sympathy with the house that they 
carry out the rules. I believe that a 
great many stores lose the force of 
their entire system of rules from the 
fact that they have some rules which 
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are dead letters. If a rule is not to be 
enforced, strike it out, so that it will 
not have too bad an effect upon the 
keeping of the other rules. 

I now come to what I regard as the 
grandest and best rule that was ever 
put into practice by any retail estab- 
lishment, In the first place, ig re- 
quires courage on the part of the house 
to make such a rule, as in most cases 
it would cost a great deal of money to 
carry it out, as the employees could 
find many chances to makea dollar by 
picking out an error of exaggeration or 
misstatement. ‘The rule reads as fol- 
lows: 

‘‘It is our intention that every ad- 
vertisement published under our name 
shall be absolutely true and correct in 
every particular. It is further our de- 
sire that the employees in the house 
shall, as far as possible, become famil- 
iar with the advertisements as rapidly 
as they appear, so that questions asked 


.them by customers may be answered 


intelligently, whether the goods re- 
ferred to are in their department or 
not. In order to draw many critical 
eyes to our advertisements and, fur- 
thermore, to give -double interest to 
the reading of same by ail employees 
in the house, we do hereby offer one 
($1) dollar to the employee who will 
first call the attention of our adver- 
tising department to an error in any of 
our advertisements. Errors will be 
considered as such— 

“* When there is in any way an ex- 
aggeration. 

‘* When the price is wrong. 

** When a word is misspelled. 

. ‘‘ When the advertisement is gram- 
matically incorrect. 

‘* When a false statement occurs.” 

I believe that Marshall Field & Co. 
are more sincere in their advertising 
and are more careful to be absolutely 
truthful than any other concern in 
existence. 

There are a great many things 
about Marshall Field & Co.’s store 
that I have thought might be im- 
proved, and by the improvement the 


store might be made more up to-date . 


and more profitable, but in the truth- 
fulness of their advertising and in the 
care which they take to treat the pub- 
lic fairly, Iam compelled to take off 
my hat to them and say that I do not 
believe that their equal exists. I 
believe that the idea of paying the 
employees a dollar for each error that 
they might detect in the advertising is 
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a thought that Mr. Selfredge orig- 
inated. As far as I know, no other 
house has ever had the grit to thus 
back up their public announcements in 
the store. 

“This store is daily visited by 
strangers from other cities and from 
smaer towns. It is our desire that 
these strangers shall be made to feel as 
much at home as possible, and we 
therefore ask that our ushers endeavor 
especially to be on the watch and pay 
them careful attention. It frequently 
occurs that strangers would be pleased 
to be shown through the store, and 
that they are, perhaps, desirous of 
buying merchandise which they do 
not know we carry. Please let these 
strangers have special attention, and if 
we find it to be sufficiently necessary 
we will establish a corps of guides to 
take them in charge and show them 
over the house. 

“It is especially desired that all em- 
ployees give careful and courteous at- 
tention to the customers who may 
come to the store at closing time or 
just before. 

‘* The writer recently endeavored to 
make a purchase at one of the small 
stores just before closing time, and the 
incivility, lack of courteousness and 
apparent extreme haste on the part of 
the employees to get out of the store 
was, to say the least, disagreeable, and 
in the present instance left a very un- 
pleasant impression in the customer’s 
mind regarding that portion of that 
store’s management. 

‘* Please, therefore, let all employees 
see that customers who may approach 
the counters at this time of the day r¢ 
ceive carefulattention. ‘lhe doorsare 
closed promptly and customers are not 
admitted after the closing bell, conse- 
quently there is no probability of delays 
amounting in any way to hardship.” 

‘* While we have never insisted, as 
have many other stores, upon our sales- 
women wearing black, we do desire 
that they sha!l appear in modest cos- 
tumes, and we deprecate the use of 
striking colors and patterns. We 
. should much prefer that young ladies 
appear in dresses which may be con- 
spicuous for their neatness and tidiness 
and inconspicuous for the color and 
pattern of material.’’ 

These are only a few paragraphs 
taken here and there in the many rules 
which Messrs. Marshall Field & Co. 
apply to all their jretail business 
methods. 
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Since I asked the week before last 
for expressions of opinion in regard to 
this department with the hope of get- 
ting some one to suggest how it could 
be made better, I have had quite a few 
pleasant letters on the subject. There 
has been one or two suggestions made, 
but they are not practical at the 
ent time. Nearly all the letters are, 
however, very much like those I print: 
Mr. Charles F. Fones, New York City: 

We have read with a great deal of interest 
your articles under the head of store man- 
agement, and would like to have your opin- 
ion on the inclosed advertisements. 

C. F. Brower & Co., 
Lexington, Ky. 

The advertisements inclosed are very 
nice as far as display and wording are 
concerned. They lack one thing that 
retail advertising should have—there is 
not a price mentioned in any of them, 
I don’t believe that such advertising 
will do a retail store very much good. 
Women who are looking for bargains 
look at the price. Messrs. C. F, 
Brower & Co.’s lines are carpets, fur- 
niture and wall paper. Some people 
think that prices can’t be used in these 
lines. This is a great mistake. Prices 
are just as much of service here as they 
are in any other line. In quoting 
prices, for instance, if you have chairs 
for sale, all the way from go cents up 
to $20, pick out a particular chair that 
you are willing to sell at a very reason- 
able price.. Tell all the merits of this 
chair and quote your price. 

*_% 


* 

Messrs. Bentley, Bass & Co., of 
Temple, Tex., send me another one of 
their advertisements ia the shape ot a 
booklet. The booklet is one of the 
most attractive that I have recently 
seen, when one considers the fact that 
it is almost totally a mass of prices 
and has no illustrations. It is neatly 
printed and well worded. The name 
on the outside of the booklet is a good 
one. It is, ‘‘How Our Store Is Your 
Store.” The first page of the booklet 
reads as follows : 


We make our store your store, when w* 
make it to your interest to come here to fill 
your wants. 

Self-interest is one string by which we are 
pulling trade here. Honest treatment, an- 
other. A new, clean and light store, another. 
Well-bought, dependable goods, another. 
Close prices, another. 

A year now since we cut loose from the old 
ox-cart,tallow-candle, back-number credit s 
tem. Business was good from the jump, its 

‘ood now, and it's still going right on up hill. 


hy? Simply because we are on the-right 
ote by the smooth steel rail and rock-bal 

ay-as-you-go road that leads, as the crow 
Ries, to successful success. 
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SOME TYPOGRAPHICAL ERRORS. 
By Sam E, Whitmire. 
ust what to do when a typographi- 
cal error makes a store offer an article 
at a lower price than the store intend- 
ed to sell it for, is a very interesting 
—. In the New York Sunday 
‘orld of November 14, in the ad- 
yertisement of Messrs. Abraham & 
Strauss, a large Fulton street depart- 
ment store, this item appeared : 


Tailor Made Suits 


Tailor made Suits, 
many of them 
sik lined 
throughout and 
some with 
jackets silk 

ined and the 
skirt lined with 
percaline, in 
grey mixtures 
and invisifile 
stripes, worth 
$20.00, at 

2.50 eda, 


I know two ladies who paid $1.50 
each for excursion tickets from North- 
port, Long Island, to Brooklyn; ar- 
rived at the entrance of this store, and 
stood in a drizzling rain for twenty- 
five minutes, waiting for the doors to 
open so that they could secure what 
they believed would be a grand bar- 
gain. They were not alone. More 
than fifty other ladies were on hand 
before 8 a. m., with clippings from 
the World. When the garment de- 
partment was reached the bargain 
seekers were informed that a mistake 
had been made. The firm wanted 
$12.50 for the suits and refused to 
make a single sale at $2.50. Within 
one hour more than 100 complaints 
had been made to the proper depart- 
ment and more than roo women had 
left disgusted. One of the ladies 
from Northport walked across the 
street to another store and purchased 
$67 worth of goods. She was partic- 
ular that every person she met should 
know of her disappointment. It is 
fair to presume that every other lady 
who responded to the advertisement 
did something similar. 

I say Messrs, Abraham & Strauss 
should have sold all they had of those 
particular suits at $2.50 each. Sa 
they had fifty and wanted $12.50 eac 
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for them—$625 for all in stock. Had 
they sold out at $2.50 each, they 
would have received $125, and if they 
had intended to advertise the suits at 
cost, their loss would have been an 
even $500. I believe if the first “7 
callers had received suits just as ad- 
vertised, each of those women would 
have bought enough goods in that 
store, on that day, to average $25 
each, or $1,250. The firm would 
only need to make 40 per cent on 
those sales to clear the $500 the first 
day, to say nothing of the profit that 
would have resulted from future trans- 
actions. Those women would have 
been walking advertisements for that 
store for years to come. Now, what 
is the result? There ig no telling just 
how many people now know that the 
advertisement was not fulfilled. 

If the firm O K’d the proof and re- 
turned it to the World without de- 
tecting the error, then the firm should 
have stood the loss. But if the World 
let the figure ‘‘1’’ drop out after the 
proof was corrected, which I am told 
was the case, or if the firm’s correc- 
tion was not made, then I am sure the 
World would have cheerfully deduct- 
ed the $500 trom Messrs. Abraham & 
Strauss’ advertising bill. I donot be- 
lieve there were roo ladies in the 
shopping district on November 15, the 
day the suits were to have been sold, 
who did not know of the error. 

On October 24, in the New York 
Sunday Journal the advertisement of 
the Joseph H. Bauland Co., of Brook- 
lyn, contained this matter : 

Elegant Silks in newest 


SKIRTS. patterns. Wed 98 


offer roo special to-morrow 
And the choice of 2,000 Skirts, made of 

fancy all-black and colored silks; 1 98 

worth 3.50, for e 


When the Bauland Co. O K’d the 
proof the item mentioning 2,000 skirts 
did not appear in the advertisement, 
neither was it in the original copy of 
that firm. In making up the adver- 
tisements in the Journal —— 
room the second item was picked up 
from the matter set for another store, 
and by error placed in the Bauland 
advertisement. Monday there was a 
very strong call for the $1.98 skirts. 
The cheapest silk skirt in stock was 
marked $3.59. These were sold to 
those who asked for $1.98 skirts at 
$1.98, and a memorandum was kept of 
the difference, and the same was de- 
ducted from the Journal s bill. 











40 


In the New York Evening World of 
November 19 the advertisement of 
Ehrich Brothers, of Sixth avenue, con- 
tained this item : 
eeereeoe 


Cards, 19¢. 


2" Copper plate and 50 best qualit 
‘a ay Cards, SPECIAL SAT"} 9c 











The next day 1,136 orders were 
taken for cards at the price printed, 
which was an error, as the firm in- 
tended to get 69 cents for the out- 
fit. The mistake was overlooked in 
Ehrich’s advertising department, but 
the firm stood the loss of more than 
$500 rather than disappoint patrons. 

Two years ago in one of the adver- 
tisements of Kichards, then of 58 W. 
Twenty-third street, N. Y., the New 
York World printed an offer of ladies’ 
indigo wrappers at 27 cents, when the 
price in the original c »py was 72 cents. 
The error was corrected in a proof 
which was returned to the Wor/d in 
time for the change to be made, but it 
was overlooked at the World office. 
More than 600 wrappers were sold at 
27 cents, and the World paid a bill of 
more than $300 for the error. 

Last January the Newark, N. J., 
Freie-Zeitung put an item offering a 
child’s waist for 19 cents in a section 
about ladies’ shirt waists. As there 
was nothing in the paragraph to show 
that it was a child’s waist after the 
item was removed from under the 
general heading about ‘‘ Children’s 
Waists,”’ the result was a very heavy 
call for ladies’ waists at 19 cents. 
The manager of the Freie-Zeitung sent 
a number of letters to Messrs. L. S. 
Plaut & Co., in whose’ advertisement 
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the error occurred, acknowledging the 
mistake, and suggested that 7 be 
posted conspicuously in the shirt waist 
department. This was done, and the 
ladies who wanted waists at 19 cents 
were asked to read the letter. It sat- 
isfied many, but others went away 
feeling that they should have had 
ladies’ waists for 19 cents. 

There are many ways of trying to 
get around errors that will sometimes 
creep into advertisements, but none of 
them are satisfactory to customers. I 
hold that a merchant should fulfil 
every printed offer made over or under 
his name, whether it be an error or 
not. His name to an ad should mean 
as much as if signed to a bank check. 


Ee —— 

IN PHILADELPHIA, 
Comparative statement of advertising (dis- 
play only) published by Philadelphia morn- 
ing newspapers for month of November, 1897: 
Total No. lines, 
Rated civics ciccctecescscgoctéscies 338,642 
Inquirer. 248,106 

Times 


RECAPITULATION. 

Plurality, lines in Record over Ledger 211,815 
. Press. 167,220 

“ Times. 157,% 

“Inquirer 9, 

* “THe Puitapgevpuia Recorp. 
M. F. Hanson, Advertising Manager. 

Wepnespay, December 1st, 1897. 


“ 
“ 


——_-~¢-- ——____—__ 
BY A DRUG HOUSE, 


An ingenious idea has just been exploited 
a down-town wholesale house’ in New 
ork. Circulars have been issued in the form 
of engraved wedding invitations reading: 
¢ honor of your presence is requested 
to assist at the ery of the business of 
Messrs. Fox, Fultz & Company to Every Re- 
tail Druggist. The a held every 
day in the year, at the store, No. —— street. 
paragraph is added that polygamy of this 
kind is not only lawful, but brings content- 
ment and prosperity to the contracting par- 
ties. No divorce suits.—Merck's Bulletin. 


b 





TO THOSE WHO HAVE 


OLD 


FALSE 
TEETH 


a BUY 22 eer 14 
WE BUY 2235 erie 
FALSE TEETH 


UTMOST VALUE SENT BY RETURN, 


or offers made and teeth held overuntil |, 


accepted. (BSTD. 1833.) 


R. D. & J. B. FRASER, 


— ST., IPSWICH, ENGLAND. 
BANKERS’ REFERNKCES : Messrs. BACON & Co,, IPswice, 


Se everegyevervenrsss = @ 


A aed gruesome-looking display ad is that of the Frasers of Ipswich, dealers in 
tee 
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THE SPHINX CLUB OF NEW 
YORK CITY. 


The Sphinx Club is an association of 
men repre- 
senting the 
various 
branches of 
advertising. 
Its member- 
ship is limited 
to fifty, only 
those whose 
business cen- 
ters in New 

B| York City be- 
= ing eligible. 
Ata prelim- 
inary meet- 
ing, held at the St. Denis Hotel in 
March, 1896, a committee of five was 
appointed to prepare a scheme of organ- 
ization. This committee reported a set 
of rules and regulations. Its report was 
approved, the Club was organized on 
July 1, 1896, and announcements were 
sent out for the first dinner, which was 
held on July 14, at 7.30 p. m., at the 
Waldorf Hotel. ““Sixteen members 
were present, and, at a business meet- 
ing, which preceded the dinner, the 
following were elected officers of the 
Club : 
President, M. M. GILLAM, 
Treasurer, CHARLES AUSTIN BATES, 
Secretary. F. JAMES GIBSON, 
who, with Mr. Artemas Ward, con- 
stituted the Executive Committee. 

At this meeting it was determined 
that the objects of the Club should be 
twofoid, viz., to bring together social- 
ly men engaged in the various branches 
of the advertising business, and to dis- 
cuss topics of practical interest to the 
fraternity. 

The meeting also adopted the follow- 
ing rules and regulations : 

All branches of the advertisers’ pro- 
fession shall be included in the mem- 
bership. Only those whose main in- 
come arises from the making or plac- 
ing of advertising shall be eligible for 
membership. The meetings shall be 
held at monthly dinners, limited in price 
to $4. At these dinners, announced 
in advance, each member shall have 
the privilege of bringing one guest, 
and the Club, through its executive, 
may invite five. 

The dates of dinners and subjects 
discussed the first year of the club’s ex- 
istence were as follows : 


I. July 14, 1896.—Organization. . 
IT Hrd, 27, 1896.—General discussion, 


followed by discussion of the subject, “ Are 
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newspaper rates too high?” Suggested by 
Mr. Cleveland. 

ILI. December 9, 1896.—‘‘ Should advertis- 
ers insist upon proof of circulation?” De- 
bate opened by Mr. Bates. 

IV. January 13, 1897.—‘* How can adver- 
tising be f. from impurity?” Mr. Ward. 

Vv. February 10, 1897.—** How to preveat 
substitution.’’ Introduced by Mr. Perine. 

VI. March 1o, 1897.—“*The morality. of sell- 
ing goods without a profit.’” Ope by Mr. 


ara. 

fo. April 14, 1897.—* What is _ best 
Ttisin: S| 's 
zines?” Opened by Mr. Gibson. 

VIII. May 12, 1897.—“* Street car adver- 
tising.’’ Opened by Mr. Gibbs. 

Early in December, 1896, the Club 
received a cordial letter from the Sec- 
retary of the Ad-Writers’ Club, of 
Washington, D. C., inviting repre- 
sentatives of the Sphinx Club to attend 
its annual banquet at the Raleigh, in 
Washington, the 28th of ‘that month. 
Secretary Gibson and Mr. Perine ac- 
cepted the invitation on behalf of the 
Club, and were generously entertained. 
Subsequently, several representatives 
of the Washington Club were guests 
of the. ‘‘ Sphinx.” 

Among guests during the year were: 

The late Charles A. Dana, Col. Al- 
bert A. Pope, President Pope Mfg. 
Co.; Mr. Robert C. en, of the 
firm of John Wanamaker ; Mr. Samuel 
Bowne, of the firm of Scott & Bowne; 
Mr. John Brisben Walker, Fub’r 7%e 
Cosmopolitan Magazine ; Mr. C. M. 
Palmer, Business Mgr. V. Y. Journal; 
Major W. J. Richards, Publisher In- 
dianapolis Mews ; Major J. B. Mac- 
Lean, Pres’t Canadian Press Ass’n; 
Mr. Herbert F. Gunnison, Manager 
The Brooklyn Eagle; Mr. R. E. A. 
Dorr, Publisher A/ail and Express ; 
Mr. Edward P. Call, Publisher Zhe 
Evening Post ; Mr. Wm. G. Thomas, 
of H. O'Neill & Co., and Mr. S. W. 
Ehrich, of Ehrich Brothers. 

Two special menus were prepared 
during the first season, each of which 
displayed much care and ingenuity on 
the part of the artists. One was the 
handiwork of Mr. Hooper, the other 
of Mr. Gibbs. At the end of this 
article are reproduced some lines from 
Mr. Gibbs’ menu. 

The Club entered upon its second 
year with its ninth dinner, October 13, 
1897, held as usual at the Waldorf 
Hotel. The subject for discussion was: 
‘* Extra charges for display, cuts and 
broken column-rules—are they right ?” 
introduced by Mr. James O’Flaherty. 
Just prior to the dinner, the Annual 
General Meeting of the Club was held, 
at the same place, and the following 
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officers were elected for the ensuing 
year : 
President, M. M. GILLAM, 
Treasurer, W. W. HALLOCK 
Secretary, F. JAMES GIBSON, 


who, with Mr. Artemas Ward, form 
the Executive Committee. 
The Club’s Roster includes : 


Bancroft, William, Godey's Magazine. 
Bates, Charles Austin, Advg. Specialist. 
Cleveland, Newcomb, Cleveland B. P. Co. 
Crawford, Hanford, James McCreery & Co. 
De Long, Jos. J. 
Derrick, Paul E., Advertising Agency. 
Dixey, Wolstan, Business Writer. 
Douglas, S., Ladd & Coffin. 
Drisler, Henry, Jr., Harper & Brothers. 
Dumars, Horace, 7he Ladies’ World. 
Elsworth, Edward, Pres’t H-O Company. 
Freeman, Wm. C., The New York Fournal. 
Gaunt, James, Pears’ Soap. 
Gibbs, Edmund D., M. Wineburgb. 
Gibson, F. James, A. A. Vantine & Co. 
Gillam, M. M., “ Gillam’s Service.” 
Hall, Fdw.Trowbrid e, Rogers, Peet & Co. 
Hallock, W. W., A. f. Keilogg Co. 
S ems Tallmadge S., J. E. Van Doren 
pl. Ag. 
Hawkins Willis B., Brains. 
Hazen, Geo: H., The Century. 
Holbrook, Theodore S., Advt. i 
Holly, Willis, R. H. Macy & Co. 
Hooper, Will Philip; Ulustrator. 
Hoyt, Frank C., 74e Outlook. 
ones, Charles F., Business Writer. 
issam George, Street Car Advertising. 
MacDonald, J. Angus Bloomingdale Bros. 
Morrison, A. Cressy, Scott & Bowne. 
Munsey, Frank A., Publisher. 
O'Flaherty, James, Adams & Co. 
Perine, Frederick Kun Hall & Ruckel. 
Phillips, Charles G., Dry Goods Economist. 
Presbrey, Frank, Advertising Agent. 
Remington, R. R., lap oer | gency. 
Richardson, A. Frank, Special Agency. 
Ridder, Herman, Staats-Zeitung. 
Rose Alfred E., J. C. Ayer Co. 
Rowell, Geo ., Printers’ INK. 
Seymour, & erwood, Com’! Advertiser. 
Studwell, Geo. R., Street Car Advertising. 
Thorp, Edward Y., Publisher. 
Wagstaff, W. H., Wagstaff & Co. 
Ward, Artemas, Sapolio. 
Wheatley, A. E., Advertisement Writer. 
White, E.C., Spanish-A mer. Newspaper Co. 





Mysterious image, reared by cunning hands 

Long years ago on Egypt’s burning sands, 

Thy name we borrow, knowing it will be 

Fit emblem of our own deep mystery. 

be like thine, are ied ; no tales are 

to: 

Of what the ear doth hear, the eye behold. 

All things we do are sacred--no man thinks 

Of laying bare the secrets of our Sphinx. 
POLITICAL ADVERTISING. 

The employment of the billboard and other 
forms of outdoor displays by political cam- 
paign managers is becoming more and more 
popular. ey must necessarily reach the 
people quickly and effectively, and they find 
the billboard a valuable medium for that pur- 

In the Greater New York campaign 
just closed, lithographs, posters, painted 
signs and even street car displays were util- 
ized by all factions. —Display A dvertising. 


ApvErtisinG has no “ principles,” no fixed 
ruses, and, contrary to the recently advanced 
idea, is in no sense a science.—Ad Book, 


PRINTERS’ INK. 


THEY’RE ENGLISH. 
I 


Mrs. Newrich-~ I never can remember how 
many cards to leave when calling. 

Old Gentleman—The rules are very sim. 
ple, madam. You hand one to the servant, 
and then, on departing, leave as many onthe 
plate as there are adult members of the fam. 
ily, ating two of your husband’s cards, and 


occasionally dumping in a few more for 
measure. bo not be niggardly in detieg 
out cards, as that su; ts vulgar poverty, 
“TI am very mu obliged. re you a 
professor of etiquette ?”” 
*“*No, madam. I am Mr. Bristol, the card 
manufacturer.” —Pearson's Weekly. 


The Stranger (at newspaper office) — Here is 
a_ health article on fresh air, telling People 
about the dangers of impure air and 
necessity of keeping windows open at night, 
besides opening the doors and ventilating the 
room several times during the day. I hope 
you will print it. 

Editor— Certainly, sir; I’m always glad to 
be of service to humanity. Much obliged. It 
will be in to-morrow. 

Same Stranger (in drug store)—! am agent 
for Dr. Cureall’s cough,cold and catarrh erad- 
icator, and I advise you to lay ina big stock, 
— 7it-Bits. - 


Some of the restaurants have bills of fare 
with the fly-leaf covered with advertisements 
of various business houses. A man took a 
seat behind one of them, when a waiter 
peared with ‘“* What will you have, sir?’ To 
the utter confusion of the waiter he leisurely 
remarked : 

“You may fetch me a new set of teeth in 
gutta-percha; an improved sewing machine 
with patent lockstitch; a box of bilious 
pills, and a pair of No. 7 French boots,” 

In a moment the waiter replied, ‘* We do 
not furnish those articles,” 

‘Then what have you got them on the bill 
of fare for?” retorted the customer.—7#- 
Bits. 

IV. 


Mrs. Blockley—John, do you know that 
Royal Worcester vase I bought yesterday for 
a pound? Well, they reduced them to ten 
shillings this morning. 

Mr. Blockley—Then you are ten shillings 
out of pocket by not waiting? 

Mrs. Blockley—No, only five. I went 
down to-day an bought another one for ten, 
making two of them averaging fifteen shil- 
lings each.— 77#-Bits. 


Mrs. Cobwi; or—I've been reading an ar- 
ed, 


ticle entith “Will the New oman 
Smoke?’ What do you think, my dear? — 
Cobwigger—If she does, she’ll soon die 
out. 
Mrs, Cobwigger— How so ? 
Cobwigger—Because she’ll buy bargain 
counter cigars at 5s. 114d a box.— 7it-Bits. 
vI 


“Why have you moved into town from the 
suburbs? I thought you were so nicely sita- 
ated out t 7 

**Wewere; but my wife wanted a chance 
to occasionally be among the first to reach 
the Lig shops on bargain days.”"—Answers. 

——————~2>___—_ 


MUST HOE HIS OWN WAY. 
Every advertiser must hoe his own row in 
his own way, but the experience of others 
will reveal many short cuts.— Advertising 
Experience, Chicago. 
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The Massachusetts Editor, published 
in North Adams by a man from Michi- 
gan, is at present engaged in pointing 
out improved methods for the publica- 
tion of newspaper directories, This 
is done in the supposed interest of a 
combination of New England news- 
papers known as ‘“The Suburban Press 
Association.’”” Among the one hun- 
dred and thirty-eight members of this 
association only seventeen allow their 
circulations to be made known. It 


was this association that recently re- 


solved, at a meeting in Boston, that 
the methods of the American News- 
paper Directory are ‘* BENEATH 
CONTEMPT.” It is a good com- 
mentary on the methods of the papers 
belonging to this association that its 
chosen teacher and mouthpiece, when 
he prepared a report of the circulation 
of his own daily paper (the North 
Adams 7ranscript) for the instruction 
ot the editor of the American News- 
paper Directory, fell short in three par- 
ticulars of making his report what it 
ought to have been. 

First, his report covered only six 
months, while it should have been for 
a year. 

Second, his report told, not the act- 
ual issues, but assumed to say what 
was the average issue without exhibit- 
ing the figures by which the average 
was arrived at. 

Third, his report, instead of being 
signed with a pen, so that the signature 
might be verified, was signed with a 
hand-stamp. 

When the Directory editor pointed 
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out what appeared to be blemishes in 
his otherwise excellent report, the 
Massachusetts editor from Michigan, 
instead of correcting the features that 
were thought faulty, merely wrote 
across the face of the communication 
the word ‘‘ ROT” or “‘ Rat” (as ex- 
hibited in the fac-simile that heads 
this page), and this statement he did 
not even sign with a hand-stamp. 
There are three classes of newspaper 
publishers, First, those who believe 
an advertiser is entitled to know their 
circulation. The N, E. Suburban Press 
Association claims to have seventeen 
members of this class. Second, those 
who wish to have an advertiser think 
that they wish to have their circulation 
known. The Massachusetts editor 
and owner of the North Adams 77an- 
script is of this class, and possibly sixty 
of the other members of the Suburban 
Press Association. The third class is 
composed of those who believe that the 
circulation is a private matter that 
concerns no one but themselves. Per- 
haps there may be sixty of this sort 
in the Suburban Press Association, 
for publishers drift naturally into 
this class when their issues become 
very small, and of the one hundred and 
thirty-eight papers named as members 
of this Association, there are sixty- 
eight, or one less than an even half, 
that do not print average editions so 
large asa thousand copies. Publish- 
ers who criticise the American News- 
paper Directory are pretty uniformly 
of the class ‘‘who think that conceal- 
ment is better than telling the whole 
truth.” Of these there appear to be 
exactly one hundred and twenty-one in 
the famous Suburban Press Ass’n, 
that holds monthly meetings in Boston. 


The Massachusetts Editor is having 
a controversy with George P. Rowel. 
& Co. concerning the American News- 
paper Directory and the alleged unfair- 
ness of the rating of newspaper circu- 
lation. It has been ovr observation 
that the paper which was honest in 
giving its circulation in form as re- 
quired by the Directory has never had 
cause for complaint. The paper which 
does not do this, either from neglect 
or dishonest motives, is the one which 
has a complaint to register.—7he 
Nebraska Editor, October, 1897. 
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READY-MADE ADVERTISEMENTS. 
Edited by Wolstan Dixey. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
,and any other suggestions for bettering this de 


reulars, 
[1 do not write all of these ready-made ads. 


given to the author when he is known, Contributions of bright ads are solicited. 
ress of the writer wili be printed, if he wishes . The r susgested 
be used on handbills or circulars.—W. D.} 


and add: 


here for newspaper ads can often just as well 


partment, 
are taken wherever found, and credit ig 


The name 
it to be 








No great attempt at display is made 
in these ready-made ads. ‘There is not 
room enough, but all of PRINTERS’ INK 
advertising pages present a perpetual 
object lesson in display. Any adver- 
tiser need only turn over these pages to 
find suitable suggestions which can be 
applied to the display of any of these 
ready-made ads, 

A distinctive little trade-mark, al- 
ways appearing somewhere in every ad 
of any concern, gives it a certain indi- 
viduality, and need not take up much 
room even inasmallad. It might be 
put sometimes in one corner, some- 
times in another or in the middle, or 
some other place in the ad. It will 
soon get to be like a familiar face to 
the public, and if the advertising is 
otherwise satisfactory, they willbe more 
likely to read it for seeing the trade- 

*mark. 

Printers ought to do specially good 
advertising. It isa wonder they don’t 
take more pains than they do with their 
display in the papers, to convince pos- 
sible customers how much can be ac- 
complished by a forcible, artistic ar- 
rangement of type. 





Any Business. 


De Turkey Roos’ 
Too High. 


Oh, little chillun, de worl’ so wide 
Dat de modders moan and sigh ; 

Dar’s a turkey roostin’ on de yuther side, 
But he roos’ too high—too high. 

Most good things roost too high for mod- 
erate purses nowadays, but it is not so with 
the new stock of staple dry goods we are 
showing on our counters. Fhese include 
dress goods, underwear, calicoes, percales, 
blankets, comforters, hosiery, gloves, furs, 
cloaks and boy’s clothing. (Prices.) 





Any Business. 


The Wise Woman 


Profits not ouly by her own experience 
but by the experience of others as well. 
When your friends tell you that that 
good tea which you enjoyed so much 
was bought from us, why not come and 
secure a pound for yourself? Wonder- 
ful Blend at 25c. a pound. Finest Cey- 
lon 40 cents, 





Hats or Any Business. 


‘* A Fake.”’ 


You need not look in a dictionary to know 
that a fake is a pretension. When a man 
retends to sell you a two-dollar hat for 
$37, that hat is afake. We won't callit a 
raud; it is probably worth the price, but 
why say anything about the higher figure? 
We charge just $2 for our “‘two-dollar” hats, 
and that is exactly what we call them. 
They're a good, solid, satisfactory two dol- 
lars’ worth. No doubt there are other stores 
in town who add half a dollar to the price for 
the same hat. Our two-dollar hat is hand- 
shaped in all the popular blocks, and will 
look well as long as you wear it. Here are 
some other things which are equally worth 
the price. 





Any Business. 


Saturday Only. 


We have just had made u 
» well made from 
the very best materials. To move them 
off quickly we offer them this Saturday 
only at the following reduced prices: 





Jewelry. 


You Want Gold. 


When you buy an engagement or wed- 
ding ring come les and I will show you 
some beautiful set rings, colored gold in- 
laid band rings and 18k. plain rings. If 
you want a dainty Christmas gift you 
will find something here that is just the 
thing, and not so expensive as you would 
perhaps imagine in jewelry. 





Any Business. 


A Surprise Party. 


We are having a surprise party at 
our store this week. Those who come 
are surprised at the prices for such a 
high grade of goods as we sell. And 
we must confess that the great multi- 
tude of new comers attracted by these 
extraordinary values is even a surprise 
to ourselves. 





Cliques. 
A **Continental.’’ 


Many things there be that a man 
doesn’t “care a continental about.” 
But it is not so with his cigar. It must 
be good, and to get it good he must bu 
it at a store where they know g 
cigars and keep them. 

here are two places where “ satis- 
faction’’ can always be found. In the 
dictionary and at Stewart’s CigarStore, 
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Hardware. 


HARD FACTS. 


Anything you buy of us in the way of hard- 


ware, woodenware, tinware, stoves, etc., 
carries our personal guarantee that it is 
just what we sell it for. If anythi 
should be wrong you can bring it bac 
and exchange it, or get your money. 
We have pocket-knives as cheap as five 
cents; from that up to a dollar and a 
half. Table-knives 35 cents to a 
a dozen; a good razor for 75 
cents, and upward. Rogers’ “ 1847” 
silverware; guns, revolvers and cart- 
ridges; pails, buckets, every kind of 
tinware and woodenware. Every stove 
sold by us-is warranted in every particu- 
lar by the manufacturers as well as our- 
selves. We give you a written guarantee 
with every stove. 





Clothing. 
Irish ** Froze.”’ 


A man came into our store the other 
day and said he wanted an “ Irish 
Froze”’ overcoat. He meant “‘frieze’’ 
of course. Simply got his tenses 
mixed ; but he knew whar he wanted 
just the same. A friend told him 
that we sold a genuine Irish frieze 
overcoat for $10; and other over- 
coats at similar prices, for example: 
[Goods and prices.] 

to say nothing Of our ready-made 

oods: Good winter business suits 
or $15, etc., etc, 

[Other goods and prices.] 





Handkerchief Gossip. 


Said one plain white hem-stitched linen 
handkerchief to another: 

“1’ll be blowed if I can understand how 
this firm can bear to part with a fine full- 
sized hem-stitched handkerchief like you 
and me for ten cents. The same thing 
is selling for twenty cents everywhere 
else in town, and we right here have 
been going at sixteen cents until this 
very week.” 

It was our great Special Monday Sale at 
which we also sell: 


[Goods and prices.] 





Printing. 


You Know 


Perfectly well what a pleasant impression 
good printing makes on you. You think 
more of a man and his business when he 
sends you a neat, tasteful letter-head or 
envelope. Of course all the people you 
do business with, or want to do business 
with, will have the same feeling about 
you if you send them something striking, 
original and tasteful in the way of printed 
matter. I make it a part of my business 
to put brains into my type work. Let 
me print your letter-heads, note-heads,. 
billheads, envelopes, business cards, cir- 
culars, or any other ees matter, and 
I will give you something that will “ cut 


ice” with the people you communicate 
with ; and I will not charge you a big 
price for it either. 





Clothing. 


You and Your Wife 


will both be interested in our latest-pat- 
tern suitings for gentlemen's garments, 
You will both appreciate the tasteful 
blending of non-fading colors, the stron 
weaves; the neat fit and style, and, 
above all, the prices. On our ready-to- 
wear suits we make any necessary altera- 
tions, so that they will fit you as perfect- 
ly as custom-made. 





Any Business. 


An Example 
in Subtraction 


for those who pay the bills, We have 
all-wool boys’ suits, which would cost 
you anywhere else in town that we 
are selling this week for $2.50. We do 
more subtraction of the same sort in 
other garments, for example : 


[Prices.] 





Blacksmithing. 
Your Horses’ Feet 


Ought to be shod by a blacksmith who 
knows his business; who won’t pare them 
all away ; who knows the scientific way 
to nail a shoe, and can do it “ ship- 
shape”’ and quickly. Bring me your 
colts to be shod the first time. I can do 
it without throwing or injuring them. 
My pricesare: For setting and toeing, 
15 cents; new shoes, 25c. 





Any Business. 


There is Danger 


In dealing with irresponsible clothiers 
and “cheap” tailors, and when you 
find you have made a mistake there is 
no recourse. We guarantee every gar- 
ment that we make to be precisely as 
represented, and if anything turns out 
wrong we will make it good. 





Any Business, 


‘¢ Sawing Wood.”’ 


One way to keepa store is to say a food 
deal about it. Another way is simply to 
make a store as good as possible; give 
the best materials that can be sold for 
the price; give attentive service; make 
the customer’s interest your own ; treat 
people right—say nothing and “ saw 
wood,” as they put itin the vernacular ; 
this is the sort of advertising that we like 
best and follow most closely. Here 
are a few prices to show the kind of 
wood we saw. 





Lamps. 


We Invite You 


To inspect our line of new, special de- 
signs in Lamps, the most exclusive 
showing in . Thecolors in Rho- 
dian, Baleario and Rookwood are at- 
tractive and harmonize well with the 
gold plate and antique bronze. 

an extensive assortment of 
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HE FINDS CHAOS, 


You are unjust to yourself and neglectful of 
your best interests if the writing of advertise- 
ments is left to the last minute, A man who 
depends on his ability to dash off a news- 
paper card or acircular without weighing his 
words, oftentimes finds that he says some 
very funny things. His thoughts travel so 
much faster than his pen is able to move that 
he loses his connections and the consequence 
is that when the matter is printed some- 
times unfortunate and puzzling gaps appear. 
—F rchange. 

JOYOUS REPARTEE. 

“How do you write all those funny things?” 
asked the sweet young thing. 

“With a typewriter,” said the humorist by 


the day. 
“Oh! Ididn’t know but that 


use some sort of copying process. 
apolis Journal, 


ee BY STATES. 


you might 
Indian- 
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Displayed Advertisements, 


Must be handed in one week in advance, 
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THE EVENING CALL 


LAFAYETTE, INDIANA, 
is the bes 


it daily r in Ameri 
tine of the town. 7 Biatepen ain 











= Good Ads Like oe dees may 


be spoiled in the SE f you 

want your ads, circulars, owe hed etc., 

set or printed ina style to command at- 

tention and respect, just mail copy to 

Wa. Jounston,Mgr. Printers’ Ink Press, 
1o Spruce Street, New York. 
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KANSAS. 
‘{,HE Emporia WEEKLY GAZETTE is credited by 


the American Newspaper Directory wit 
the largest circulation of any paper in Lyon Co. 


KENTUCKY. 


OM twre “NSBORO INQUTRER, daily, Sunday and 
e-a- Week, publishes more news, fresher 

ws, and is more extensively read than any pa- 

po ria Western Kentucky 


NEW JERSEY. 


TBE leoding advertising medium of suburban 
New Jersey is the Day oo. 


reaches every hou: 
parall Passaic, N.J. 

















sehold, and 
eled. PASSAIC DAILY NEWS. F 


OHIO. 


Ye MorNivG Times, EVENING = 
WEEKLY Times-News, 14,000 daily, 
weekly. LA COSTE, New York. 
(es OHIO, SUNDAY NEWS — 
paper in Youngstown ae 
Mahoning \ Valley. Aavertioern and others—sam 
ple Rates 20c. inch — —_— Cc. M. 
HAFFER CO., Youngstown, Ohio. 


OREGON. 


GALEN“ If the advertiser wishes to reach 
\) with powerful influence the people of Salem, 

Oregon 5 Ae vicini the STaTES- 
MAN.” — “ 


SOUTH CAROLINA. 


‘PE COLUMBIA RE REGISTER—daily and weekly 
nal detatte i in South Carolina 
circulation state- 
It is Ne best 
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WASHINGTON. 
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Coser egneeeeeneneuee titneer 
A DESIRABLE ADVERTISING NOVELTY. 
The “Monitor.” a comh'nation desk clock, ¥—/ 


memo. 

and pencil rack. 5 ‘ie 
juare, w . 

sa , eighs, pac 





of calen 
i Write for circular and 
rticu.ars. Ding! Te clock, 1.25. 
rd Clock Mig. Co., 140 Clinton St., Chicaszo, Ill. 


Advertisements 
Catalogues 
Booklets 
Circulars 


I attend to the whole business. 

I am busy—busy as a nailer. 

I want to keep busy because that 
is the time I can do the best work 
and the most of it. I want 
work to help me keep up the high 
pressure. 

I have been idle for a year, and 
have just got my hand in again, 
and want to make up for lost time. 
Remember there is no other printer 
any where who has more experience 
or better facilities for turning out 
really first-class work for up-to-date 
business men. If you want an ad- 
verti nt, or booklet, or circular, 








GQEATTLE POST-INTELLIGENCER. 
\) Largest cir in the State. 


WEST VIRGINIA. 


HRELING NEw 7,500 daily. Onl 
WwW Cee'e paper in city £0,000. LA COST 
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or catalogue, I would like to hear 
from you. Address 


WM. JOHNSTON, Manager, 
10 Spruce St., New York City. 
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Every Merchant Should Read... 


—— The Show Window 


A Journal of practical Window Trimming, | 1130 Caxton Building, 
profusely illustrated and conveying priceless Cama. 
information upon all subjects pertaining to NewY oun, 79Fitth Ave. 
the show window. Monthly, $1.00 per year. | Manager. 


EVERY ADVERTISER whe has goods 
chants, should be represented miata er The Show Window 











) 
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The ; Progressiveness 
Triumphant... 








Christmas 
A circulation with a price 


issue of based on results. 


THE ARGUS |) Household 


of Albany, N. Y., will be 
issued on December roth. Jou rnal 


It will be superbly illus Philadelphia. 
trated in colors, and will Circulation 140,000 copies, proven. 
be an exceptionally desir- Price, 40c. per agate line, flat and 


, icf : firm. Results, 100 per cent on the ; 
able advertising medium. investment. This for progressive 3 


Send in copy early. advertisers. Forms close 20th pre- 
° ceding month. 


JAMES C. FARRELL, Te Ge 


Business Manager, 8. E. Corner Ninth and Filbert Streets, 


ALBANY, N. Y. Household Journal Building, - 
PHILADELPHIA, PA. 























HOT IRON 


Should be struck before it is cold. 700,000 homes vis- 
ited monthly by the five papers of LANE’S LIST 
hold more ready money than for years, Strike them 
now with your advertisement. $3.00 an agate line, 
Information, rates, etc., on application. 














LANE’S LIST, Inc., Augusta, Maine. 
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DO NOT 


confound the 
character of the 
NICKELL MAGAZINE’S 
circulation with that of 
the 5-cent story books. It 
is not a mere story book; 
it is the only 5-centMag- 
azine, that is a Magazine, 
in the country, and its cli- 
entele is large, permanent 
and substantial. 
Investigation 
welcomed. 
The Nickell Magazine, 
Boston Mass. 














Bridgeport, Conn., 


Has a population exceeding 
65,000, and is one of the 
most progressive manufact- 
uring cities in New Eng- 
land. To reach these people 
you must use 


The 
Morning Union 


THe Mornine Union is an 
eight-page one-cent paper, and 
while selling for one cent, has a 
gilt edge constituency and is in 
no sense of the word a cheap 
newspaper. 

Tue MorninGc Unton prints 


York Sun served by direct wire in 
its editorial rooms. 

THE MORNING UNION is 
Bridgeport’s home newspaper. 
Itis delivered by its own carriers. 

New York Representative, 


HOWARD L. KELLY, 
128 Tribune Building. 





In re 
SEATTLE 


8,000 Klondike prospect- 
ors outfitted at 


Seattle 


last spring, 
50,000 more, it is estimated, 
will outfit here next spring. 
$3,000,000 of Klondike gold 
was received at 


Seattle 
. ee ie year, 
$25,000,000 is the estimate of 
the Klondike production for 


next year. go per cent of this 
will come to SEATTLE. 


Seattle 


i/controls go per cent of the 


Alaska-Klondike trade. 


The Seattle 
Post-I ntelligencer 








is the authentic source of infor- 
mation on Kiondike and Yukon 
matters. It is 


Seattle’s 


big paper, and is read every- 


Seattle 


j| where in 


the telegraphic news of The New ; and 


Washington. 


Make your advertising con- 
tract quick. 





A. FRANK RICHARDSON, 
Special Eastern 
Tribune Building, New York. 
GEORGE U. PIPER, Manager. 











&. P. WESTON, in charge of Advertising. 
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hen’ Guide 


NEW YORK 





Circulates everywhere. 

Published nine years. 

None better for Agents 
or Mail Orders. 


Rates, 50c. a Line. 


Forms close 25th. 

Put Acent’s GuIDE on 
your list.—Paper on file 
at all agencies —Sample 
copy on request. 


AGENT’S GUIDE, 
P. O, Box 434, NEW YORK. 








KLONDIKE 


IS IN 


CANADA. 


The Vancouver (B. C.) 
Daily and Semi-Weekly 


WORLD 


gives all the information as to 
routes, outfitting and how to 
get there. Has double.the cir- 
culation of any other newspa- 
per published in the Northwest. 
Write for particulars and sam- 
ple copy. 

THE WORLD, 

Vancouver, 
British Columbia. 











Seven Years Ago 


THE WHEELING News came into existence. 
Since which time it has steadily advanced as a 
powerful factor in West Virginia journalism. 
It now occupies the enviable position of the 
leading daily family newspaper in the State. 
40,000 people in Wheeling aloneand a quarter 
of a million in the adjacent country can be 
reached through the use of this paper. 


DAILY, SUNDAY, WEEKLY. 


The only English evening paper in Wheeling. 


“gone” HD. LA COSTE, ‘Som. 








sd 
a 
eA 
e 
: 


“yI0X mon ‘ABMpBorg S93 
éoz *Aueduiod Surysyqng svopy Mon ‘193euRy_ Bulspscapy 03 93114 savpnoysed 10g 


*poullejo se JOU ose sz[Nsor jt 


SISSIFIOAPB 
0} popunjos 
AUO'W 


*Ajqiuour sordod o0ofoes: jo uoNeTNDI1I9 poojue 
-zen3 & sey pue [eopjovsd st ouzeZem uoryse; siy 7 


éSPPB JOMSUB NOA OG 


‘d10 SUVAA FAAHHL ATINO 


laa 
nie IMS. Yuan 


SYSIE MAN 


82a} MORAL Os woowd og "49400 £4UNUCE 403 UBIROP JO OTTER 





PRINTERS’ INK. 
WHAT SOME PUBLISHERS ASSERT. 


‘* said in my haste all men are liars."—Psalm cxvi., 1. 


The paragraphs in this department are inserted without any charge or 


payment. 


A publisher who has a good story is invited to tell it as tersely as 


he can, setting up the most substantial claim he habitually uses to influence 
ic 


advertisers. Alt 


his own, there will be no objections to comparisons. 
sends is published as coming From HIM. 


ough a publisher need not necessarily refer to any paper but 


What the publisher 


It is his privilege to praise his own 


paper all he likes, for what is wanted is what can be said in its favor. What 
he does say, however, ought to be true—adsolutely. 


ALABAMA. 

Birmingham (Ala.) Age-Herald (4).—One 
paper in a State, the Birmingham Age- 
Herald for Alabama. You have only to look 
at acopy. In manner, material and make-up 
ahead of anything in the State, 

CALIFORNIA. 

Sacramento (Cal.) Record-Union (4).—- Best 

per in California outside of San Francisco. 
That old, reliable, and in all respects first- 

A tower of strength, 
COLORADO, 

Denver (Colo.) Fe, ican (4).—One paper 
in a State. The nver Republican for 
Colorado. A matchless medium. Trav 
far and wide on its unquestioned supremacy. 
A sworn constituency founded upon the rock 
of public coufidence. 


class newspaper. 


Loveland (Col.) Reporter (1).—The only: 


strictly truthful paper in Colorado. 
GEORGIA. 

Atlanta (Ga.) /ougnal (4).—Indorsed by 
the drug trade of Atlanta. A Comme tor- 
nado. More than 23,000 copies daily and 
guaranted greater than any other daily in 
eleven Southern States. Circulation the 
highest, but rates the lowest. Weekly Jour- 
nal, 21,500. 


IOWA. 
Oskaloosa (Ia.) /owrnal (2).—It stands at 


the head of Mahaska County newspapers in 
circulation and influence, both of which are 
bound to steadily increase. 

KANSAS. 

Topeka (Kans.) pee ony J (4).—One_paper 
ina State. The Topeka Caf#tad for Kansas. 
Pays more B pe than all the Topeka 
papers packed together, forty-one in number. 

Wichita (Kans.) Eagle (4).—What the Bible 
is to the Christian religion, the Wichita 
Eagle is to Southern and Southwestern Kan- 
sas. Princess of the plains. She sits en- 
throned among her faithful subjects, over 
which she holds despotic sway. 


LOUISIANA. 

New Orleans (La.) States (4).—The after- 
noon leader in the Crescent City. Daily, 
13,357; Sunday, 14,000; semi-weekly, 5,914, 
each part. 

MAINE, 

Augusta (Me.) Lane’s List (x).—Monthly 
average for twelve months 703, copies. 
Lane’s List always proves openly and pub- 
licly its monthly editions, and never failed 
= any issue to exceed its guaranteed circu- 
ation, 


MARYLAND. 
Baltimore (Md.) Morning Herald (4).— 





tract from a letter or postal card. 
(8) Extract from the columns of the 
appearing either as advertising or 


er. 
ot ey word of mouth by a representative 
the paper. 


Sailing serenely on the top crest. The one 
and only paper in Baltimore that has the 
courage to print its actual circulation day by 
day, and has done so for the past eight years, 
and swear to its accuracy. Daily, 31,000; 
Sunday, 50,000. Most for the money. 
MASSACHUSETTS. 

Boston (Mass.) Living Age (1).—We have 
a good circulation, clean and constantly in- 
creasing, but the prestige, the standing, the 
personality of the Living Age are what make 
it of peculiar worth to advertisers, 

Boston (Mass.) 7vaveler (4)—A New 
England journalistic cyclone. Sweeps the 
afternoon field. With the power and pres- 
tige of 89 years behind it, jt guarantees to-day 
the greatest circulation of any paper in New 
England: daily. 

MICHIGAN. 

Saginaw (Mich.) Post (1).—Best German 
weekly in hi Larger circulation than 
any other man paper in the State outside 
of Detroit. 





MISSOURI. 

Kansas, City (Mo.) Grocers’ Journal of 
Commerce (t).—An independent journal de- 
voted to the commercial interests of the great 
West and Southwest. Guaran circula- 
tion 10,020 month, 

Kansas City (Mo.) 7imes(4).—An old-time 
favorite and still in the race. Highest grade 
circulation inKansas City, and considerable 
of it. Sworn net average for three months 
ending October 1, 1897, Daily, 23,020, and 
twice a week, 39,058. No ancient history, 
but the facts of to-day In itto stay. 

St. Louis (Mo.) Post-Dispatch (4).—Carries 
weight. A powerful puller. Has every re- 
quisite, age. Pp bility, i and fol. 
lowing, and above all more copies printed 
and sold every day and Sunday, One paper 
in a city, the Post-Dispatch for St. Louis. 
The Sunday Post-Dispatch has hed all 
records, Over 100,000 copies guaranteed every 
issue. 4 


Albany (N Y.) Press (1).—-Larger circu! 
ny (N. Y.) Press (x). — ula- 
tion than any two other daily ‘wagers pub- 
lished in Arey. 

_ Albany (N. Y,) Velegram (x).—Circulation 
in Troy and vicinity exceeds that of any 
oMpinghumten CN, Y.) Leader (4).—Noigot 

mton (N. Y. — 

it blind if you use the Bin Sos Lage 
Most important paper in that city. Daily, 


,650; weekl: . 
Floral Park (MY) Island (1).—Long Isl- 


and’s representative news: ’ 
Phone Kisco (N. V5) ‘Recorder Ve eed is 
€ 01 T prin’ blished in 
Mount Kiaco, and Ss fully represestative of 
the villages lying all around it within 
a us of ten miles, 
. ¥.) Examiner (1)—The 
newspaper. 


. N. 
Portland ( mn) Oregonia .—O 
paper in a State, Oregonian "ad Gigon 
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No parallel case in the United States. More 
largely antl religiously’ read, per copy 
printed, tuun any paper on the face of. the 
earta. 


NORTH CAROLINA. 
Asheville (N. C.) Daily Citizen (1).—Lead- 
ing paper of Western North Carolina. 
AKOTA, 
ak.) Normanden 
f any Scandi 


NORTH D 
Grand Forks (No. D 
—Largest ci ion o! 
paper in the Northwest. 


OHIO. 

Cincinnati (Ohio) Herald and Presbyter 
(t).—Has the largest circulation of any Pres- 
bytcrian paper published, 

Cleveland (Ohio) World (4).—No adver- 
tiser can afford to leave out the World in 
their Cleveland calculations. Daily and Sun- 
day both strong straight to the front. 

Toledo (Ohio) Blade (1).—The largest 
weekly circulation in the United States. 
The largest daily circulation in Toledo and 
Northwestern Ohio. 

PENNSYLVANIA. 

Allentown (Pa.) Chronicle and News (1). 
—The best advertising medium in the Lehigh 
Valley. 

Allentown (Pa.) Leader (1),—Best circulat- 
ing aod advertising medium in the Lehigh 

alley. 

Bradford (Pa.) Star (1).--Large and in- 
creasing circulation renders the Star the 
best advertising medium in Northwestern 
Pennsylvania, 

Harrisburg (Pa.) News (S-Te only 
paper in. this city that publishes in plain 

gures its average daily circulation, which in 
October was 8,976 —— The News is the 
youngest paper in Harrisburg, but it has 
circulation to sell—not old age | 

Harrisburg (Pa.) Patriot (1).—The only 
daily newspaper in Central Pennsylvania 
having the exclusive United Press franchise. 
The only daily Democratic newspaper printed. 
at the State Capital. Best advertising me 
dium in Central Pennsylvania. 

I (Pa.) £. z (1).—The lead- 
ing newspaper of Lancaster County. 

ittlestown (Pa.) Adams Co. Independent 
(1).—The Independent accepts advertising on 
the distinct and be epee | guarantee 
that its circulation in the county of Adams 
is greater than any other newspaper. Sworn 
circulation, 2,600. 

New Milford (Pa.) Advertiser (1).—Large 
circulation in a prosperous agricultural dis- 
trict. An unsurpassed advertising medium. 

Philadelphia (Pa.) Jaguirer (1).—Over 
125,000 copies sold every day. 

hiladelphia (Pa.) /tem (4).—Has stood 
the test of fifty years. More powerful and 
popular to-day than ever in its history. The 
tea-table favorite in a city of over 1,000,000 
people, with a circulation greater than all the 
other six one papers combined. The 
Sunday Item—only one-cent Sunday news- 
paper on earth. Limited to twenty pages. 

Philadelphia (Pa.) Progressive Agent (1).— 
The Progressive Agent makes a specialty of 
reaching agents and mailorder people, an its 
25,000 circulation is for this reason equiva- 
lent to ten times the amount of Ordinary ad- 


vertising. ; 

Pittsburg (Pa.) Press (4).—Carried more 
business in ’96 and ‘97 than any other Pitts- 
burg daily. True of the six straight secular 
days, day in and day out for the past two 
daily and classified. It means a 
name at home and a medium of merit 
is no. escape. To“ act 

ly and cheaply you must use 
Scranton (Pa.) 7ruth (1).—Largest circula- 
tion outside and. Pittsburg. 


(x). 


ian 
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Sworn circulation over 14,000 copies dai 
Largest daily circulation « the D.. SW. 
line between New ‘York City and Buffalo, 
Anindependent afternoon newspaper, 

Titusville (Pa.) Herald (1).—The Daily 
Herald is delivered at over 1.500 homes“in 
the city of Titusville. The Weekly Herald 
is delivered at over fifty post-offices nearby 
Titusville. 

Williamsport (Pa.) Sw (x).—Only 
newspaper in Williamsport making affida’ 
to its circulation. 

SOUTH CAROLINA. 

Charleston (S, C.) News and Courier (1).— 
st ee circulation in the Cotton States, 

Charleston (S. C,) Pest (1).—Twice the cir- 
culation of any other afternoon paper in South 
Carolina, It covers Charleston, S. C., as a 
hen does her chicks. 

TENNESSEE. 

Athens (Tenn.) Post (1).—The only Demo- 
cratic paper in McMinn and Meigs Counties, 
and a representative Democratic paper of 
East Tennessee. 

Chattanooga (Tenn.) Times (1).—The 
Chattanooga Daily Times (established in 
1869 and appearing daily for twenty-eight 

ears) is oneof the most largely circulated 

ennessee newspapers. It is the only morn- 
ing daily at x gee a city of 50,000 
population, and the only aily morning paper 
in the vast scope of country between Nash- 
ville, Tenn., Atlanta, Ga., Birmingham, 
Ala., and Knoxville, Tenn. It has the com- 
manding circulation from Lexington, Ky., to 
Meridian, Miss., in Middle and throughout 
East Tennessee, North Alabama, Western 
North Carolina, North Georgia and South- 
western Virginia, a territory containing over 
two hundred and fifty towns, with an aggre- 
gate population of over two millions. 

Nashville (Tenn.) Southern Stock Farm 
(1).—Circulation 8,000. Claim what we have, 
and have what we claim; no more, no less. 
Circulates principally in Tennessee, Geor- 
gia, Alabama and Mississippi. 

TEXAS, 

Houston (Texas) Post (4).—Leads the Texas 
procession. Actual and honest. Daily, 
11,461; Sunday, 15,097. and semi-weekly, 
19,983, each part. Carries more ** want ” ads 
than all the other Texas dailies combined. 
That tells the tale, 

Houston (Texas) Press (1).—The Houston 
Weetly Press is the successor of twenty-two 

merally circulated papers and including 
the National Reformer, Girls’ Own Paper, 
National Alliance, Reporter, News, Mag- 
nolia, etc., and enjoys one of the best circu- 
lations. Circulation books open to all. 

Marshall (Texas) Morning Star (1).—The 
Morning Star has the largest circulation in 
Marshall. The Weekly Star has the largest 
circulation in Harrison County. 

Mexia (Texas) Ledger (1).—Best advertis- 
—— in the city. 

Antonio (Texas) Express (4).—A rich 
and prosperous section practically to itself. 
A winner and a dividend payer. This one 
paper does the whole business. . 

ONTARIO. 

Toronto (Ont.) Canadian Engineer (1).— 
The only engineering journal in Canada, and 
has indisputably the largest circulation of 
any t paper in Can It is the only 
trade paper in this country that produces a 
sworn t of its circulation, and holds 
its mail sheets open always to the inspection 
of advertisers. 

Toronto (Ont.) World Pps average 
for year, so far, 23,167. is is the largest 
circulation of any morning paper in Canada. 
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%, Ot A Million 


Circulation for Nothing. 


The paid circulation of the American Agriculturist 
Weekly has increased so rapidly that we are pleased to 
announce to advertisers that for five mo from 
January Ist, we shall print 200,000 every issue. 
The division will be as follows: 


ALMERICAN circuation, O(), OOO 
CULTURIST_. Covering the Middie 


and Southern States. 


circuiation, 74,000 


WESTERN EDITION, Covering the Central 
CHICAGO. and Western States. 


HENGAANE a= | ESTE: } Circulation, 36,000 
5 ae er 


Covering the 


EASTERN EDITION, } England States. 


SPRINGFIELD, MASS. 


Remember this means 35,000 extra circulation 
each week, and no advance in rates. Covers the whole 
country or any part of it. 


The Total Circulation is 


ut 200,000 = 


We make arate for any edition separate, or the 
three combined. Circulations all sworn to. 


Orange Judd Company, 


NEW YORK, CHICAGO, SPRINGFIELD, IIASS., 
52 Lafayette Place. Marquette Bidg. 27 Worthington St. 
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No Daily, Weekly or Semi- 
In Kansas Weekly paper %S credited 
with so large a circulation as that accorded THe 
Topeka SeMI-WEEKLY CaPITAL by the American 
Newspaper Directory. 


r+ But five other Semi- 
In All America Weeklies have credit 
for so large a circulation as is accorded by the 
American Newspaper Directory to 


The 
Semi-Weekly 
Capital 


THE WEEKLY NEWSPAPER is too slow for 
the progressive, up-to-date farmer, the kind of a 
farmer who has use for what you have to sell and 
money to buy it. If he is not situated so that he 
can conveniently take a Daily, he wants the next 
best thing, a Semi-Weekly paper with all the 
news of the world while it is fresh and interesting. 


THE Semi-WEEKLY Capirat fills 
In Kansas the popular want to perfec- 
tion. It is the leading farm and family news- 
paper. It reaches over 1,200 post-offices and 
circulates in every county in the State. This is 
the year to reach the farmers of Kansas, and THE 


Semi-WEEKLY CapiTaL is read by more of them 
than any paper published. 


AVERAGE CIRCULATION . . | 5 8 7 
for First Six Months of 1897, 9 


The S. C. Beckwith Special Agency, 


“THE ROOKERY,” CHICAGO. TRIBUNE BUILDING, NEW YORK. 
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2,800,000 Circulation 


~oRr-— 


800,000 FREE 


The time for advertisers to reap a harvest from 
the agricultural papers is right now, and with this 
end in view, the publishers of 


Farin = foie 


take pleasure in announcing 


EIGHT ENLARGED ISSUES 


== 350,000 == 


Beginning with the issue of January 1, and 
ending April 15, we shall print 350,000 copies 
each issue. 

This is 100,000 more than each regular issue, 
and at no advance over the regular advertising rate. 
It means 800,000 free circulation, or a total of 
2,800,000 to those who use the eight issues. 
The extra circulation will reach a mew class of 
people each issue, and positively no names dupli- 
cated on the eight issues. 

Forms will close 10 days previous to date of 
issue—for instance, January 1st will close Decem- 
ber 20. Sworn statement of circulation given. 


Dialed 


The Phelps Publishing Co. 


SPRINGFIELD, MASS. CHICAGO, ILLINOIS. 
27 Worth'ngton St. 204 Dearborn St. 
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= 
GOOD, 
HONEST, 
FAMILY 
PAPER 
i 














TEMPLE COURT, 

















THE 


ELMIRA - 
TELEGRAM 


has the Largest Circulation 
of any Sunday paper in New 
York State outside of the 
Borough of Manhattan. 


W 


A. FRANK RICHARDSON 


- + = NEW YORK 
CHAMBER OF COMMERCE, - CHICAGO 
RED LION COURT, FLEET ST., LONDON 


PROFUSELY 


ILLUSTRATED 
AND 
UP TO DATE IN 


ALL RESPECTS 























THE 

KIND 

THAT 
ADVERTISERS 

ENJOY 

ALL THE 

TIME 
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‘The Leaders 


AKRON, Beacon-Journal 
ASHTABULA, Beacon 
BELLEFONTAINE, Index 
BUCYRUS, Telegraph 
CAMBRIDGE, Jeffersonian 
DEFIANCE, 
Republican-Express 
EAST LIVERPOOL, Crisis 
FINDLAY, Republican 
GALLIPOLIS, Journal 
HAMILTON, News 
IRONTON, Irontonian 
KENTON, News 
LANCASTER, Eagle 
LIMA, Times-Democrat 
MANSFIELD, News 
MARIETTA, Register 
MARION, Star 
MASSILLON, Independent 
MT. VERNON, News 
NEWARK, Tribune 
NORWALK, Reflector 
PIQUA, Call 
PORTSMOUTH, Times 
SALEM, News 
SANDUSKY, Register 
SIDNEY, Democrat-News 


SPRINGFIELD, 
Republic-Times 


WARREN, Chronicle 
WOOSTER, Republican 


XENIA, 

Gazette and Torchlight 
YOUNGSTOWN, Vindicator 
ZANESVILLE, Courier. 





OHIO 


Furnished the “Advance Agent 
of Prosperity” in 1896, and... 


OHIO 


Is still able and willing to fur- 
nish other “ foe os upon _re- 
quest, butin . . 


OHIO 


; It is the custom to ask for what 


you want, and usually in news- 
papers published in 


OHIO 


The politicians have had their 
day and the great purchasing 
public is now in evidence in . . 


OHIO 


If the man with something to 
sell will only communicate with 
the man in 


who wants to buy, he will find 
the fall and winter of 1897-8 a 


good time, and the best way to 
reach the . 


OHIO 


buyer is through the columns of 
the Select List of Ohio. 


Write each paper for rates. 
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a The Favorite Newspaper 
| in Michigan 


is now, and has been so for 64 years, 


The Detroit 
Free Press 


Its constituency is the home circle. 
It is strong there because it has always 
been honest, clean, progressive and ear- 
nest. It is popular with all and therefore 
a profitable advertising medium. 

The circulation of its respective edi- 
tions is: 


Daily, - 36,323 
Sunday, - 47,331 
Twice-a-Week, 100,495 


Rates and sample copies on application 
to the home office or to 


R. A. CRAIG, 
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It’s a waste of money 


to advertise a poor or worthless article, 
for you can’t fool the people twice. 


It costs us $100 


to talk to you on this page, but it’s a 
profitable investment because we have 
a good thing to talk about, It’s 


Womankind 


you heard of it. The paper that has 
had no Napoleonic rise, but by solid 
worth has grown into a paid-in-advance 
circulation of 75,000. Its subscribers 
take it because it’s the kind of a jour- 
nal they like. 





It pays advertisers. 


That’s the reason we bring it to ad- 
vertisers’ attention. It pays you. If 
it doesn’t pay you, it doesn’t pay us to 
let you use it. But it does pay. 
Come in in January. 








WOMANKIND, Springfield, Ohio. 





PAPERS THAT PLEASE, PAY. 
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Falling into line 


One-Cent Papers in Rochester. 
RocHEsTeR, Dec. 1.—The Unton and Advertiser 
and Post-Express to-day became one-cent sheets. 
The cut was made by the morning papers a month 
ago,and now all the Rochester dailies are falling 
into line. 








The Rochester dailies have fallen into line ex: 


Lees PLAS LLL LSI Aen 


actly the same as my competitors did when they 


found that I was in thé’ink business to stay. © When 


I offered news ink at four.cents a pound, and job 
BRP PILLAR ALLA PPP APPA wmwmrmrwmMmE4»vEm»wnwNw_ 


inks in %-pound cans at 25 cents a can, the old-line 


ink companies claimed that I could not furnish good 





material, but I built up such an enormous trade that 


they became frightened, and to offset_my progress 
they met my prices and offered unlimited credit as 
an inducement to regain what they had lost. If I 
cnr Ben Pe meh fon) Moca cceedb 
nished nowadays. My terms are cash with order. 
ter een ae Ome Seen eee 
en beck sacl py ok eee 
Send for my new catalogue, 
Address 


PRINTERS INK ' JONSON 
8 Spruce St., New York. 
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It’s now 
running! 


E refer to the trolley 

car.on the floor of 

our show-room. This 

is a full-sized, electric- 

ally equipped street 
cary built by the J. G. Brill Ce., 
motor, controller and trolley by the 
Walker Mfg, Co., and. electric heat- 
ers by the H. W. Johns Co. 


Street Car Advertising :: :: 


as we alone doit is practically 
shown. Cards are changed daily. 
Superiority of our method of dis- 
play over all others is exemplified. 
Call in and see the motor ‘work, 
look at the finest advertising show- 
room. on earth, and get reliable in- 
formation on Street Car Advertising 
from those who know how to place it 


properly. 


GEO. KISSAM & CO. 


253 Broadway, 
New York. 
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Street Car 


Advertising 


in its 
perfection, as 
placed by 


Geo. Kissam & Co. 


253 Broadway, 
New York. 


rd 


No one has handied it as 
well—no one can. No one 
has such a system or such 
a list of cities. “There are 
others,” but discerning ad- 
vertisers know who's at the 
top—and proposes to re- 
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‘ 


Remember 


that the 


BROOKLYN “L” 


is the pioneer road in the ‘‘City of 
Churches ”"— 

it has over twenty miles of track—the 

best terminal in the new bridge sta- 
tion— 

it practically covers most of the City 
of Brooklyn— ; 

it carries over double the number of 
passengers than any other line— 

it was the first road to have REAL 
advertising— 

That department is managed by ex- 
perienced and practical men who 
know no place but the TOP ! 


9O9 


Geo. Kissam & Co. 
253 Broadway, New York. 
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This is not a paid advertisement,but represents the opinion of the editor of Pruvrers’ Ing 
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CALIFORN IA. 








Los Angeles, Times 
Oakland, Tribune 


‘Sacramento, Bee 





Chronicle 

Call 

Argonaut 
San Jose, Mercury 

















we 





~_ 


The man who would advertise to reach the people of 
California will get more for his money if he will spend it 
all with these papers than he will by dividing it up, giving 
these a portion and another portion to others. The ad- 
vertiser can never reach everybody. He should content 
himself by addressing the most people he can of the best 
' sort for the money he has at command. A good advers 
tisement in a good paper is worth more than a poor 
advertisement in forty poor papers. There are other 
good papers in California besides those here named, but 


those mentioned above are the best and give advertisers: 


greatest value for the money expended with them,. 


, Record-Union © 
|, Sqn Francisco, Examiner’ 














